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In this issue, The Leisurely Life Means More Sporting Gooas ~~... 





NEW IRWIN Adapter Shank sits 


Patented 


fit both hand braces and electric drills 
big market ... less inventory ... full profit margins 


IRWIN 





© Now use in BOTH HAND BRACES and ELECTRIC DRILLS 


RUNS TRUE IN ELECTRIC DRILLS 


CHUCKS PERFECTLY IN HAND BRACES, TOO 


Be 
co a 


Sell in volume to plumbers, electricians, carpenters, general repair and maintenance men, 
utility and construction workers — most all users of both hand braces and electric drills. 





No other bit has so many easy-fo-sell features 


Cuts inventory costs for users by 50% because one Irwin 
Adapter Shank Bit does the work of two regular type bits. 
Saves time, too. Fewer bits to carry in tool box or select 
from while on the job. Costs less than other electric drill 
bits made with a single usage shank. Precision ground 
shank with its 6 equally spaced flats chucks perfectly, runs 


true with screw point. No wobble, no run-out when used 
in power drills. 10 Electrician, Car Bit and Ship Head 
Car Bit types, sizes 4/16” to 17/16”. Both solid center and 
single twist designs. Every Irwin Adapter Shank Bit highly 
polished and heat tempered full length for lasting strength, 
longer life. Big market . . . so order big today. 


Order from your Irwin wholesaler today 


The Irwin Auger Bit Co., at Wilmington, Ohio, USA, since 1885 





cell more... gell 


Murray makes the most complete line 
of “wheels.” Every child is a Murray 
prospect...sizes for all ages... prices 
for all pocketbooks. That is why you 
sell More when you sell Murray! 


NEW “Super Deluxe” VELOCIPEDE 
features exclusive Step-Up frame. Full 
ball bearing. White Side wall semi- 
pneumatic tires. Plastic grips, 

knuckle guards and streamers. 

10”, 12”, 16”. S-440. One of 

Murray’s 24-model velocipede line. 


NEW “TEE BIRD” AUTO 

is the leader in Murray's low 

priced auto line. Sporty cutaway 
steering wheel. Bahama Blue with 
vermilion and white trim. S-650. There 
are 14 models in the Murray auto line. 


NEW “COMET VI" BICYCLE 
features sensational sports car styling. 
Free rolling, three speed gear. Front 
and rear caliper brakes. Fiamboyant 
Red finish. S-60. One of 

Murray's 33-model bike line. 


NEW PARK CYCLE with bicycle coaster 
brake. Convertible cross bar for boys 

or girls. Full ball bearing. 

> __ Includes training wheels. 

«| ba Flamboyant magenta 

with white trim. 16”. 

$-531. One of Murray’s 

10-model park cycle line. 


= Teste 
for 


families 


with children 
and awarded this seal THE MURRAY OHIO MPG. CO., NASHVILLE 4, TENNESSEE 





“Charles, do you think using 
NIXDORFF chain is very sporting...?” 
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: Packaged for profits 
SA chain packs, drums, and Merchaindiser 


4 


there’s STRENGTH in a name 


NIXDORFF—the chain of fame—a vital 
link in America’s progress for 106 years. 


NIXDORFF-KREIN MFG. CO. 


ST. LOUIS 6, MO. 


WELDED AND WELDLESS CHAINS / CHAIN ASSEMBLIES / CHAIN SPECIALTIES / WAGON AND TRUCK HARDWARE 
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BUSINESS TRENDS 


> Business Picture 


Despite sluggish production and a cautious attitude among business- 
men generally, business activity in mid-summer was holding its own. 
July sales by department stores jumped to the second highest level 
on record. After a slow start, appliance sales appeared to be 
edging up. Second quarter sales by durable goods stores averaged 

a little above a year earlier. At an annual rate of $224 billion 
they were about 3% above the 1959 period. With new model autos due 
to roll off assembly lines in October, increased steel production 
should give the economy a needed shot in the arm. But business 
probably will change little in the year's last half. 











> Buying Power 


High level employment and record personal incomes continue to 

shore up business activity at time of slow production. In the 
second quarter, employment averaged 67.2 million, and personal 
income at an annual rate of $404 billion was 5% over a year ago. 
The government reports that median income for persons was $2,- 
600 last year, while for families the median reached $5,400, a 
6% gain over 1958. Most of the increase represents a real gain 











in purchasing power since prices went up only a fraction during 
that time. 


> Selling Trends 


The move to the suburbs continues to change the pattern of retail- 
ing. The shopping center boom goes on and reports are that 1,000 
new centers will be constructed this year. One estimate is that 

15,000 will be built in the next 10 years, many of them to be the 
big, "one-stop" centers now so popular in growing suburban areas. 


This development poses both an opportunity and a challenge to hard- 
ware retailers. 








> Construction 


Since the close of the war residential construction has 
been a major factor in keeping economic activity on a high 
level. But housing starts this year may be off sharply, 
unless financial pump-priming comes from the federal gov- 


ernment. Undoubtedly this will be strongly advocated in 
Congress. 








> Farm Income 


Net farm income in the year's first half was at an annual rate of 
$11 billion. Cash receipts of $13.8 billion during the first half 
were only 1% below the 1959 period. The volume of marketings were 
about 2% higher, and prices 3% lower. 
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ART. 514 


PARCEL POST TWINE 


FAST SELLING ITEMS! 


Parcel Post Twine is one of our leading items. Our 12 ply, 
27 |b. test is an original feature as is our bleached white 
Art. 537-B which is a MIKE exclusive. 


Art. 514—12 ply 
Natural, 80 ft. cored ball, 
27 |b. test 


Art. 537—12 ply, 
250 ft. cored ball, 27 Ib. 
test. 


Art. 537-B—10 ply ‘nd ART. 537 
Bleached, 250 ft. cored 
ball, 24 Ib. test 


ART. 537-B 


Orders of $75.00 or more, freight 
prepaid. Orders of less than $30.00 
f. o. b. Mill, Lawndale, N. C., Van Nuys, 
Calif., Marietta, Minnesota, Dalias, Texas, 
or Waynetown, Ind. Orders of $30.00 to 

| $75.00 freight allowed to $1.00 per cwt. 
Freight prepaid does not include extra 

| charges incurred outside carrier’s 
| regular zone of delivery. 


2 
csrasusneo ers Gleveland Mills Company LAWNDALE, N. ©. 


Marietta, Minn, 3104 Gaston Ave., Dallas 26, Fexas | Waynetown, ind. 


14346 Bessemer St., Van Nuys, Cal, 
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FACTS & FIGURES 


July Sales Decline Reported by 
Southern Hardware Wholesalers 


WITH JULY having three less 
working days than the 1959 month, 
monthly sales by Southern hard- 
ware wholesalers declined in each 
geographical region. 


Sales were down most sharply 
in the Southeast, the average loss 
being 19.8%. In the Mid-South, 
sales dropped an average of 8.2°/, 
for the month, followed by an 
average 6.3% decline among 
Southwestern wholesalers. 


The rionthly survey conducted 
by SOUTHERN HARDWARE re- 
vealed that in the year’s first 
seven months, sales by Southern 
wholesalers dropped an average 
5.7°%/, under the 1959 period. - 


For the January-July period, 
the sales drop has averaged 5.9°/, 
in the Southeast, 5.8%, in the 
Southwest and 5.5°/, among Mid- 
South distributors. 


In the number of days’ busi- 
ness on the book in July, South- 
eastern wholesalers led with an 
average 56.6 days. Mid-South dis- 
tributors reported an average 
46.9 days, followed by the 45.4 
days average in the Southwest. 


In July, inventory levels in- 
creased an average of less than 
1% in both the Southeast and 
Southwest and declined an av- 
erage of 2.4°%/, among wholesalers 
in the Mid-South region. 





WHOLESALE HARDWARE SALES AND INVENTORIES 





SALES 


INVENTORIES 





Percent Change 


| 


No. Days’ | Percent Change 





GEOGRAPHICAL 


DIVISION 
from from 


July 1960 |7 Months "60 


July 1959 |7 Months ‘59, uty | 


Business | 


July 1960 
jon the Books “"v 


from 
July 1959 





—19.8 
— 8.2 
— 6.3 
—114 


—5.9 
—5.5 
—5.8 
—5.7 


SOUTHEAST 
MID-SOUTH 
SOUTHWEST 
ENTIRE SOUTH 











| 566 + 5 
| 469 —2.4 
45.4 + 7 
| 41.3 == 4 
| 











Geographical divisions: ray’ oe. Va., Va., S. C., N. C., Ga., Fla.) Mid-South (Ala. 
a., 


Tenn., Ky., Miss.) Southwest Ark., Okla., Tex.) 


@ Consumer spending has 
been the bright spot on 
the economic scene in re- 
cent months. In July, sales 
were only 3% below the 
all-time peak hit in April. 


Installment debt has risen 
about $2 billion so far in 
1960 to a total of $41.4. 
However, the public also 
saved 7.3°/, of its income 
after taxes in the second 
quarter. 


A University of Houston 
study shows that the av- 
erage family buying a 
new house spends $1,569 
the first year to furnish 
and equip it. Of this 
$290 goes for appliances 
and $224 for yard and 


work tools. 


With their net income 
moving up again farmers 
should make better cus- 
tomers in the months a- 
head. Farm _ production 
costs have been relative- 
ly stable this year. 


In the «second quarter 
the nation's gross annual 
product topped $50! bil- 
lion, while personal income 
soared beyond $404 bil- 
lion. Durable goods sales 
edged up as total retail 
sales hit $224 billion an- 
nually. 
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Burnett P. “Hipshot” Hall 
Newport, Tenn. 


These and other famous sx. 
shooters use and recommend 


Fritz Neubauer 
Mantua, Ohio 


_ RR. H. (Bob) Roberts 
} Stuttgart, Ark. 


Lester A. Gossage 
Seward, Alaska 


Not only do they recommend Peters “High Velocity” — 
they also tell your customers, in colorful advertisements 
in leading outdoor, men’s and farm magazines. The result 
is more sales for you—repeat sales, too, because once a 
shooter or hunter uses Peters, chances are he’ll go on 
using Peters always. Be sure to order the ammo that 
“packs the power” from your nearest Peters distributor, 


PETERS packs the’‘power! 


PETERS CARTRIDGE DIVISION, BRIDGEPORT 2, CONN. 
“High Velocity” is a trademark of Peters Cartridge Division, Remington Arms Company, Inc. 
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INDUSTRY NEWS 


Yale & Towne Elects 
Patterson as President 


THE ELECTION of Gordon Patter- 
son, Detroit industrialist, as presi- 
dent and director of the Yale & 
Towne Manufacturing Co., suc- 
ceeding Gilbert W. Chapman who 
retired, was announced by Herbert 
G. Wellington, chairman of the ex- 
ecutive commitee, following a di- 
rectors’ meeting held recently at 
the corporate offices in New York. 
Patterson previously was president 
of Square D Co. 


Chapman Patterson 


Chapman retires after 11 years 
as president of Yale & Towne to 
devote his time to his civic affilia- 
tions including the New York Pub- 
lic Library of which he is presi- 
dent, and the Council on Library 
Resources, Inc. of which he is 
board chairman. In the period in 
which he was chief executive of- 
ficer of Yale & Towne, its sales 
and earnings tripled. 

Patterson is the seventh presi- 
dent in Yale & Towne’s 92-year 
history. 

Patterson in 1955 became presi- 
dent and a director of Square D 
Co., Detroit, following its merger 
with the Electric Controller & 
Manufacturing Co., Cleveland, of 
which he was president at the 
time of its absorption. 


Lee Hardware Begins Construction 
of New Warehouse Facilities 


CONSTRUCTION has been started 
on new warehouse and office 
facilities for The Lee Hardware 
Co., Ltd., Shreveport, La., accord- 
ing to a recent announcement 
from W. F. Barnes, president of 
the wholesale organization. 

The new building, to be located 
at 3210 Holly Ave., will contain 
83,000 square feet of floor space 
with the warehouse area to be lo- 
cated on one floor of the new 
building. 

The office area will consist of 
two stories, completely air condi- 
tioned. The first floor will contain 
administrative, sales, and buying 
offices, and an employees’ lounge. 
In addition, there will be a display 
room and a city sales room. 


< ’ 
ag 


The second floor will house the 
company’s catalog and accounting 
departments. 

The warehouse area is designed 
for the use of mechanical equip- 
ment such as fork lift trucks, tow- 
ing tractors, etc. Receiving facili- 
ties are designed to accommodate 
three railroad cars and three 
trucks simultaneously. Three 
separate assembly and loading 
areas will be provided for out- 
bound freight, it was announced. 

Founded in 1899, The Lee Hard- 
ware Co. serves retail dealers in 
South Arkansas, East Texas, and 
Louisiana. 

The company has operated from 
its present facilities at 719 Ed- 
wards Street for 54 years. 


é 
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W. F. Barnes, center, president of The Lee Hardware Co., Ltd., Shreveport, 


La., inspects building permit recently taken out by the company 
struction of new warehouse and office facilities. Looking on are: W. M. 


for the con- 
Werner, 


left, general contractor, and Benton Kelly, city building inspector. 
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DYER “E-Z-Ply” wo verrens 


...as easy to apply as a bandaid . . . just peel off the backing and press Dyer s 3 » & Ply 
into place .. . completely waterproof and permanent. Dyer has the most WUMBERS & LETTERS 
complete range 1%” thru 6”... Scotchlite (reflects at night), plain 
Scotchcal, all-black, or gold Mylar. Handsome free displays with 
assortments! The fastest selling line in America. 

A PRODUCT WITH A MILLION USES 


BOAT NAMES & NUMBERS TRUCK & FLEET MARKINGS 
MAIL BOX NAMES & NO’S. CURB & HOUSE NO’S. 
OUTDOOR & ROAD SIGNS WINDOW & DOOR SIGNS 


JOBBERS IN PRINCIPAL CITIES OR SEND FOR OUR 
NEW ILLUSTRATED CATALOG 


.-- your fleet, club, or company emblem custom made to order. 
Write for details. 


DYER SPECIALTY CO... INC, 
13019 Los Nietos Road, Santa Fe Springs, California 








Why more and more large-scale 
poultry-raisers are asking for... 


REPUBLIC BLUE RIDGE 


Engineered to stay put, Republic BLUE RIDGE Steel 
Roofing protects birds and buildings in roughest weather. 
Goes on flat, nails flat, and stays flat. Your customers get 
all these advantages with no premium cost: 


NAILS ON ALL FIVE V’s—for maximum holding power. 


TIGHT MATCH with any standard V-crimp or V-drain 
type roofing, the result of specially formed V’s, keeps 
rain, sleet, and snow from seeping under sides. 


PRECISION FORMED from strong, ductile steel, BLUE 
RIDGE is fireproof, verminproof, rust-resistant, and rot- 
proof. 





Galvanized barbed wire in all pop- 
ulor styles. 


STEEL ROOFING 


THREE RIB STIFFENERS at lap ends prevent water from 
siphoning in heavy rains and storms... help hold sheets 
A complete range of wire nails and 


flat in gusty winds. staples for every requirement. 


CENTER CRIMP adds strength to sheets . . . prevents 
sagging and buckling in handling or when installed and 
in service on the customer’s roof. 


A truly superior channel steel roofing, Republic 
BLUE RIDGE offers outstanding features for outstanding 
sales and profits. It is available in 29, 28, 26, and 24 gages, 
with heavy (1.25 ounce) Certified Full-Weight Galva- 
nized Coating. Contact your Republic representative or 
mail the coupon for more information. 


OTHER REPUBLIC PRODUCTS FOR SOUTHERN FARMS AND HOMES Flexible plastic pipe for wells, water 
lines, stock woterers, and irrigation. 
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Precision-Wound® Baler Wire for Tough, strong, woven wire fence in Bolts and nuts in all sizes and types, 
automatic balers. all popular styles and sizes. ideal for farm use. 


REPUBLIC STEEL CORPORATION 
DEPT. SH-8724-R 
1441 REPUBLIC BUILDING + CLEVELAND 1, OHIO 


Please send me information on: 

0 BLUE RIDGE Roofing D Plastic Pipe 

02 Woven Wire Fence 0 13% Gage High Strength 
0 Automatic Baler Wire Barbed Wire 

0 Nails and Staples OD Bolts and Nuts 


ni 
» REPUBLIC STEEL 


Gol Southowe Fosme 


SOUTHERN PLANT—Gadsden, Alabama 
General Offices—Cleveland 1, Ohio 


Name Title 





Company 
Address_ 











City 
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Offer to Buy Huey & Philp Stock 
Made by New York Investor 


AN OFFER TO buy the stock of 
Huey & Philp Co., 88-year old 
wholesale firm in Dallas, Texas, 
has been made by a New York in- 
dustrialist. The details of the pro- 
posed transaction were outlined 
in a letter sent to stockholders of 
the company by President Alvin 
H. Lane. 

The offer has been made by 
Harry Lebensfeld of New York 
City, president of United Indus- 
trial Syndicate, Inc., who would 
pay $25 a share for the stock 
which last sold in a $16 to $18 
price range and which has a book 
value of $38. Per share earnings 
were $1.96 in 1959, with sales and 
profits running somewhat higher 
thus far in 1960. 

President Lane stated that the 
proposal did not contemplate a 
liquidation of the company, but 
that Mr. Lebensfeld is buying with 
the intention of continuing to op- 
erate the firm with its present 
officers and personnel. 

Under the terms of the offer, if 
more than 80% of the outstanding 
stock of Huey & Philp stock is ten- 
dered, Mr. Lebensfeld is obliged to 
buy all the stock tendered. But 
if less than 80 percent is tendered, 
he has the option of taking less. 

All members of the present 
board of directors of the company 
have agreed to sell their personal 
stock holdings. Mr. Lane said that 
about 27,000 shares have been 
tendered to date. There are 78,500 
shares outstanding. 

Originally founded as a retail 
hardware business in 1872, Huey 
& Philp is now devoted to the 
wholesale sales of hardware and 
hotel and restaurant supplies. 


Sf 


John G. Fleming, Sr., 
Head of Dallas Firm, Dies 


JOHN GEORGE FLEMING, Sr., 
chairman of the board and execu- 
tive vice-president of Fleming and 
Sons, Inc., Dallas, Texas, paper 
company, died July 22 in his home 
after a long illness. A lifelong 
Dallas resident, Mr. Fleming was 
58 at the time of his death. 


12 


Active in civic affairs and na- 
tional and local paper associations, 
Mr. Fleming was a member of the 
National Paper Board Association 
and the Folding Paper Box Asso- 
ciation. 

Survivors are his wife; two 
sons, John G. Fleming, Jr. and 
Robert E. Fleming of Dallas; a 
daughter, Mrs. Pat Beaird of Den- 
ver, Colo.; a sister, Mrs. Marie 
Fleming Watson of New York 
City, and 11 grandchildren. 
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Reeker Succeeds Coulter 
at Gates Hdwe. & Supply 
A. W. COULTER, industrial de- 


partment salesman ffor Gates 
Hardware & Supply Co., Tulsa, 


(Continued from page 8) 


Coulter 


Okla., has retired after almost 35 
years service in the field. He will 
be succeeded by Lyle M. Reeker 
whose experience includes work 
with Convair, Fort Worth; Hart 
Industrial Supply and Atlas In- 
strument Co., Tulsa. 

Reeker has been in training in 
the Gates office and warehouse 
since the first of April. 

Mr. and Mrs. Coulter will con- 
tinue to live in Tulsa among their 
many friends and their family. 


Sharp-Horsey Merchandise Show 


Shown above are visiting dealers making the rcunds of merchandise booths 
at the recent trade show held by Sharp-Horsey Hardware Co., in Atlanta, Ga. 
More than 100 manufacturers participated in the event held July 31-August 3. 
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for Fresh and Salt Walor 


A new concept in monofilament fishing lines... designed 
especially for free-spool and trolling reels. 


NEW OVAL MONOFILAMENT 
A RIBBON-LIKE LINE 


OVALON is backed by Ashaway’s consistent quality, STANDARD PACKAGING 
solid merchandising program, adequate inventories . . . 
AND ... is priced to compete with ordinary lines. 


UNIQUE SELLING FEATURES 


@ SOFT, similar to braid @ STRONGER knot test 
@ MINIMUM backlash, easily @ GREATER reel capacity 


cleared @ OVAL SHAPE gives surer 
®@ COMPACT “Ribbon” spooling thumbing 


COLOR: BLUE-GREEN 


Not recommended for spinning or spin-cast reels 


Tnsure PROPT with ASHAWAY LINES! 


ASHAWAY LINE & TWINE MFG. CO. 
ASHAWAY, RHODE ISLAND 
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There's just one reason why 
more stores sel! Atlas Tacks, 
Nails and Brads than any 
other brand: 


BETTER 
PROFITS 


But there are four reasons 
why they make better profits 
with Atlas: 


1. Better packages 
2. Complete line 
3. Faster turnover 


“BETTER 
DISPLAYS 





More than 25,000 of these famous 
Atlas Tack & Nail Bars in actual 
use have proven their ability to 
move merchandise at 2 to 3 times 
normal rate — through self-service, 
impulse buying. Holds more than 
200 of Atlas’ famous % Ib. window 
boxes. Takes less than 1% sq. ft. 
of counter space. 

10 
Finest Service y- 
from the South’s 
Largest Tack and 
Nail Plant ¢ 


Ar la __ pao 
CORP. 
HENDERSON, KENTUCKY 
Represented throughout the South by: 


C. R. EAVES CO.: Chattanooga « Dallas 
FRY-HOLBROOK & ASSOC.: Atlanta « Charlotte 


14 For more information use Handy Return Card, Page 71 





INDUSTRY NEWS 


W. E. Blumberg Jack J. Caraway 


Peden Iron & Steel Co. 
Re-Groups Personnel 


George T. Morse, Jr., president 
and general manager of Peden Iron 
& Steel Co., Houston, Texas, an- 
nounces a re-grouping of manage- 
ment personnel, sales, purchasing, 
and operations into completely in- 
tegrated divisions. The following 
appointments were effective July 
i 

W. E. Blumberg, formerly vice- 
president and industrial sales man- 
ager, has been appointed vice- 
president and manager of the In- 
dustrial Division with complete 
responsibility for sales and pur- 
chases. 

Industrial Division personnel is 
as follows: John W. Clark, man- 
ager, industrial field sales; T. G. 
White, manager of industrial pur- 





A. G. Peden R. A. Ferguson, Sr. 


chases; F. H. Roberts, manager, 
steel department; W. C. Norris, 
manager, industrial order service 
department; L. L. Gregory, man- 
ager of city sales; and W. L. Mc- 
Connell, manager of builders hard- 
ware. 

Jack J. Caraway, formerly vice- 
president and dealer sales man- 
ager, has been appointed vice- 
president and manager of the 
Wholesale Hardware Division with 
complete responsibility for whole- 
sale hardware sales and purchas- 
ing. Wholesale Hardware Division 
personnel is as follows: J. R. More- 
land, manager of wholesale hard- 
ware field sales; L. B. Gambrell, 
manager of wholesale hardware 
purchases; and Keith McDonald, 
manager of wholesale hardware 
order service department. 

A: G. “Tex” Peden, vice-presi- 


Daisy-Heddon Holds Sales Sessions 


The Daisy-Heddon Sales Co., which will handle the sales of both Daisy Manu- 
facturing Co. and James Heddon's Sons, recently completed an intensive sales 
training program involving 32 salesmen from across the United States and 
Canada. Daisy Manufacturing Co. was host for the first phase at its home base 
in Rogers, Ark., with Robert Cowan, sales director, as general chairman. A 


number of the 


cipants are shown here. The second phase of the program 


was held in Dowagiac, Mich., at the Heddon plant, with Homer Circle, vice- 
president—sales and advertising, as general chairman. 
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dent and treasurer of the company, 
will assume responsibility for 
general office procedures, sales 
promotion, advertising, credits, 
and accounting. 

Operation Division personel is 
as follows: J. D. Bryan, sales 
promotion; E. E. Johnson, secre- 
tary and credit manager; and 
B. O. Willard, office manager. 

R. A. Ferguson, Sr., formerly 
vice-president and purchasing 
agent, has been appointed vice- 
president of warehouse and traf- 
fic. 

Warehouse and traffic personnel 
is as follows: P. D. Barziza, man- 
ager of traffic department, and R. 
C. Goodson, warehouse manager. 

The full responsibility of the 
operation of all the divisions is 
borne by George T. Morse, Jr., as- 
sisted by W. H. Leslie, executive 
vice-president of Peden Iron & 
Steel Co. 

* 


Sabine Supply to Hold 
"Selling" Show 


A oneE-pay “Selling Show” will 
be held Sunday, September 11, 
1960 by the Sabine Supply Co., at 
the wholesale firm’s headquarters 
in Orange, Texas. 

Merchandise for the fall and 
holiday sales seasons will be dis- 
played in more than 200 booths, 
staffed by factory representatives. 
Each booth will feature at least 
one show “special.” 

The show will open at 8:00 A. 
M. and will close that evening at 
6:00 P.M. During the show, re- 
freshments will be available to 
visiting dealers, and lunch will be 
served from 11 A.M. to 3 P.M. 

Door prizes and booth prizes 
from each manufacturer repre- 
sented in the show will be award- 
ed to dealers. 

so 


Gerber Expands Office 
and Warehouse Facilities 


GERBER Wrought Iron Products, 
Inc., manufacturer of furniture 
legs, announces the completion of 
its new executive offices and ware- 
house at 1510 Fairview Ave. in 
suburban St. Louis. 

Walter Gerber, company presi- 
dent, during a ribbon cutting cere- 
mony, stated “this move is the first 
in our planned expansion program 
that will enable us to better serv- 
ice our accounts. These new fa- 
cilities will also enable us to intro- 
duce several new products we 
formerly did not have room to 
inventory.” 





Free! 


Self-service 


Display 


CRAFTS eS 


from 


CAMPBELL 


CHAIN 
help you 
earn 
over 


100% 


100% mark-up 


MARK-UP! 


* Merchandisers cost you nothing 
when you buy a chain assortment 

* More sales through display —and 
every sale earns you more than 






* Complete chain department 


with either unit—in approxi- 
mately one square foot of space 

« 
Variety of assortments available. 


New display has these features: 


Load from front 


Handy bins for accessory items 
New chain cutter attached 


Handy chain-end holders 


Tilted to provide better display 


= 
ug 







rte, 
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Suggested retail price sticker supplied 
Interchangeable welded and weldiess reels 


Stand and cutter for light chain are supplied free 
with the purchase of various assortments. 


GET COMPLETE INFORMATION FROM YOUR 
CAMPBELL WHOLESALER, OR WRITE DIRECT 


CAMPBELL 
CHAIN 


CAMPB 


ACTORIES 


WAREHO 


SES: § 
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ELL CHAIN Company 









tree a 
to any weller gift carton. 


our store or 


yiterature- 
newspaper ad mat with space 


*« for your imprint. 
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Stevens 87 


ANNOUNCING THE NEW STEVENS 87 
STREAMLINED 22 AUTOMATIC RIFLES! 





Look at that new sleek shape, those new 
graceful proportions. Note the new stream- 
lined Stevens 87’s handsome new stock 
with deeply fluted comb, slim pistol grip 
and well-shaped fore-end. 

Inside its eye-pleasing exterior is an 
auto-loading action proved by over a mil- 
lion sportsmen. Pours out 15 shots (.22 
long rifle) as fast as the trigger is squeezed. 
Lock the cross-bolt- you've got a repeater 
or single shot handling .22 long rifle, 
long or short cartridges. 


This new streamlined look and famous 
action are also features of the new 87-K 
“Scout” carbine, along with desert tan 
stock, chromed trim, gold-plated trigger, 
white-line butt plate. 

These Stevens auto-loaders have out- 
standing balance, accuracy, dependability. 
There are no better values in 22 auto- 
matics...no better ways to step up your 
fall sales...no better Christmas gifts. Get 
the full story on the new 87s from your 
Savage distributor now. 





Streamlined receiver. New 
trigger guard. 


Model 87, $40.95 retail. 87-K “Scout” carbine, 
$42.50. 85-K, $38.95. Prices subject to change. 
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Receiver grooved for “tip- 
off” type scope mounts. 


85-K has same auto-loading 
action; both 5 & 10 shot clips. 


Slightly higher in Canada. Savage Arms Corpora- 
tion, Sporting Arms Division, Chicopee Falls, Mass. 


For more information use Handy Return Card, Page 71 





Fast, easy way to increase 


~ siemens DISPLAY “COOK'N 
aera 
Pieris STURDY CAST ALUMINUM 


eam Club Aluminum 


‘‘HOLIDAY'’ COOKWARE 





SUN VALLEY pennupa 


— FREE! 


Girt PARA 
PROMOTION KIT 
turns traffic into 


bigger profits ; 
all year ’round ANSE 


BIRTHDAYS 








Club “Holiday” Display and 18 piece assortment 


Four bright colors . . . fast, even cooking. That’s why women om — vote, 
love Club gifts. The porceiained finish cleans effortlessly . . . 1 Qt. Sauce Pan 2CT; 1Y; 1 P; IHR $495 $24.75 
can’t tarnish, peel. Foods cook in natural juices . . . saves 1% Qt. Sauce Pan 1P; 1Y 7.95 15.90 
flavor, vitamins, minerals. In turquoise, pink, yellow, red. 


— 


2 Qt. Sauce Pan 1Y; IP 8.95 17.90 
3 Qt. Sauce Pan; ICT 9.95 9.95 
4% Qt. Dutch Oven 1 P; ICT 11.95 23.90 
1% Qt. Dutch Oven W/W 1P 8.95 8.95 
1% Qt. Dutch Oven W/W ICT 9.95 9.95 
10” Chicken Fryer 1Y; [HR 10.95 21.90 
12” Cov. Fry Pan ICT 12.95 12.95 
15” Roaster 1CT 12.95 12.95 


. é Club Holiday Floor Stand Display N/C N/C 
Name of distributor No. 4982 


] Display and 18-pc. Club “Holiday” assortment No. 4982. Total Retail Selling Price $159.10 
) Gift Parade Promotion Kit. Dealer Profit 59.46 

Dealer Cost 99.64 
This deal, including display, is shipped direct, freight prepaid. 
Buyer's Name Display occupies space 22 x 34 inches. 


City & Zone CLUB ALUMINUM PRODUCTS COMPANY, 


Club Aluminum Products Co. 
825 Twenty-Sixth St., La Grange Park, Ill. 


Please send me the display and merchandise assortment ordered below, and 
have my regular Club Aluminum distributor bill me for the merchandise at my 
regular discount. 


~—-N"—N Be NNW 





— 
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Store Name 














your share of the gift market 


SERVE” GIFTS 


* With 22K gold permanently fired into the gloss 
© Crates of hand blown heat resist gloss 
* Plotters ond Casseroles ore heat proof 


IDEAL GIFTS FOR WEDDINGS - SHOWERS - BIRTHDAYS 
ANY GIFT OCCASION- OR YOUR Owm ExTentnnoas 


A PRODUCT OF CLUB ALUMINUM 














CAPITALIZE ON YOUR 
GIFT MARKET 


@ Every day is someone's birthday — 
over 1,800,000 weekly. 

@ Every day someone is getting married — 
over 1,500,000 a year. 

@ Every day is someone’s anniversary — 
over 30,000,000 a year. 





1. Gala window streamers to attract gift buyers. 
. Decorative display attachment cards to excite 
more impulse gift buying. 
. Shelf display cards to lead customers to Club 
“Holiday” and Inland Glass Products. 
. Colorful counter display cards to suggest Club gifts. 


. Advertising Mats to establish your store as Club 
“Holiday” and Inland Glass headquarters. 





Inland Glass Display and 30 piece assortment 


_ amen, Gn Gift decisions are easy (one buy often leads to another) with 


8-Cup Triangular Carafe with Warmer $5.00 $20.00 Inland’s full display. Women know the black, white, 22-karat 
15-In. Steak Platter with Warmer 00 30.00 gold design goes with any decor... gives lasting beauty 
- reesarn poe — — because it’s permanently fired into heat-resistant glass. 
Twin 2-Qt. Casserole with Warmer 18.00 
Twin 1-Qt. Casserole with Warmer . 14.00 
10-Cup Carafe, Black Collar, with Warmer 20.00 
10-Cup Carafe, White Collar, with Warmer . 20.00 
Floor Display No. 28 N/C 
Total Retail Selling Price $160.00 
Dealer Profit 60.80 
Dealer Cost 99.20 


= 


Inland Glass Works 
Division of Club Aluminum Products Co. 
825 Twenty-Sixth St., La Grange Park, lil. 


Please send me the display and merchandise assortment ordered below, and 
have my regular Inland Glass distributor bill me for the merchandise at my 
regular discount. 


eS eFNnNNN OO & 


Name of distributor: 





O Display and 30-pc. Inland Glass assortment No. 28. 
Dea! and 22 x 44-in. gold flecked, black and white island type floor © Gift Parade Promotion Kit. 


display shipped direct, freight prepaid. 


Store Name 





Buyer's Name 


City & Zone 





825 Twenty-Sixth Street, La Grange Park, Illinois 
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INDUSTRY NEWS 


Swinging Around 
The Southeast 


PRESIDENTIAL Election Year, 
changes our old routine of living 
somewhat, and through the me- 
dium of television, radio and 
newspaper, we hear the rattling of 
swords, the off-and-on the cuff 
speeches, dog-eat-dog arguments, 
etc. .. . The political conventions 
were interesting to say the least, 
and may the best man win. ... 
Vacations are over . .. People will 
be back in their respective places, 
planning for the fall season... 
football games . . . Christmas sea- 
son . . . then spring promotions 

. Mr. K. wouldn’t understand 
this pattern of living .. . it’s crazy, 
but we love it. 


Had lunch the other day with 
Bob Young . Bob represents 
Lufkin Rule in Alabama, Missis- 
sippi, Louisiana and Tennessee 
territory. ...Sad news... Julian 
Sargeant... Taylor Brothers Co., 
manufacturers reps, Baltimore, 
Maryland, died of a heart attack 
.. . Julian lived in Richmond, Vir- 
ginia and was 44 years of age... . 
Jack Fenton, formerly of the S. B. 
Hubbard Co., Jacksonville, Flori- 
da, is now in charge of buying and 
selling appliances for the J. Fetter 
Putthuff Co., Jacksonville, Flori- 
da. . . . We wish Jack much luck 
in his new position. 


We were very sorry to hear that 
H. J. Allison, chairman of the 
board of Allison-Erwin Co., Char- 
lotte, North Carolina, has been 
hospitalized recently. . . . We wish 
Mr. Allison a most speedy recov- 
ery and will keep you posted on 
his condition. 


Was talking with Dick Welsome 
recently Dick is with the 
Charles Allen Co., manufacturers 
reps, Atlanta, Georgia, and works 
Georgia, East Tennessee and South 
Carolina. . . . The Welsomes have 
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BY DAN M. FRY 


Atlanta, Ga. 


four wonderful children . . . their 
ages (get this) 8, 9, 10, and 1l.... 
Nothing like following through, 
Dick old boy. . . . John R. Wall (an 
eligible bachelor) takes over the 
Southeastern territory for Bob 
Fye, the new general sales man- 
ager of Ridge Tool... . John works 
out of Atlanta. 


Ronnie Edwards, son of Bill Ed- 
wards, representative for the Chi- 
cago Specialties Co., has been 
accepted and will attend the Uni- 
versity of Georgia this coming 
year. ... Our old friend, George 
Rabens, played 99 holes of golf in 
Michigan not so long ago... 
George represents True Temper 
Corp., and attended their general 
sales meeting in Michigan... . J. 
N. McGarvey is the new district 
sales manager for True Temper in 
the Southeast. .. . He hails from 
Boston, and will live in New Orle- 
ans. . . . Welcome to the great 
Southeast, Mr. McGarvey. 


Saw John Eichman the other 
day ... John represents Sunbeam 
Corp. and lives in Atlanta. 
New Sunbeam items, according to 
John, consist of heaters, percola- 
tors, blankets and clocks. . . . Jo- 
seph Donald Bell, Jr., was born at 
the Piedmont Hospital, Atlanta, 
Georgia on July 8th. . . . Proud 
pappa Bell is representative for 
the Stanley-Judd Division 
Congratulations! 


We are sorry to learn that Mrs. 
Bert Earnst has not been well late- 
ly ... Husband Bert is the South- 
eastern representative for Lufkin 
Rule Co. .. . We wish Mrs. Earnst 
a speedy recovery. 


Bob Ricker, secretary for the 
Georgia-Florida Hardware Associ- 
ation, was in Atlanta recently vis- 
iting the Sharp-Horsey Hardware 


(Continued from page 15) 


Show. . . . My friend, Tommy Par- 
sons, is a most happy fellow... 
Tommy represents Thomas S. Par- 
sons & Associates, Inc., who 
headquarter in Atlanta, Georgia. 
. . . Tom works Tennessee, Geor- 
gia, Alabama and North Florida. 
They say a good disposition is 
half the battle .. . Elbert Hubbard 
once said “don’t lose faith in hu- 
manity, think of all the people in 
the United States who have never 
played you a single nasty trick” 
. See you next month. 


& 


Gilmour Appoints Heath 
as Sales Manager 


W. H. HEATH has joined Gil- 
mour Manufacturing Co., Somer- 
set, Pa., as sales manager. A grad- 


W. H. Heath 


uate of Rutgers University, Heath 
had been sales manager of Buch 
Manufacturing Co., and previously 
served as assistant sales manager 
of the Disston Division of H. K. 
Porter Co, 


¢ 


Valspar Corp. Elects 
Baudhuin as President 


RALPH J. BAUDHUIN has been 
elected president of Valspar Corp., 
Ardmore, Pa. He is one of the co- 
founders and president of Rock- 
cote Paint Co., Rockford, II. 

Baudhuin and his brother, F. J. 
Baudhuin, who serves as executive 
vice-president of Rockcote, were 
elected also to the Valspar board 
of directors at the recent reorgan- 
ization meeting in Ardmore. 
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UNION ANNOUNCES 
NEW LINES, NEW TOOLS, 
NEW SALES DISPLAYS 


Early order guarantees price protection 
up or down, earns an extra 5%. 


Green Thumb has more than ever 
to offer you this season . . . more new 
tools wanted by home gardeners, new 
floral rakes, serrated edge hoes, new 
lawn rakes, many other profitable new 
items . . . Five new self-service mer- 
chandisers, national advertising. 

Send for new Catalog 30, showing 
complete garden and farm tools, 
RAZOR-BACK and new RAZOR- 
LITE shovels, new line of UNION 
and ATLAS industrial tools. Order 
Spring needs from your wholesaler be- 
fore Nov. 15 for biggest guaranteed 
profit. 

GTR-30 “SPOT MERCHANDISER 
Ideal for small space: 


Displays 30 fast 
turnover tools in 2 x 
3 ft. space. 
Complete with 30 
Green Thumb tools, 
as shown. Ask your 
wholesaler for our 
special price. 
YGR-30: Same rack, 
in Yard 'n Garden 
colors, with 30 Yard 
*n Garden tools. Ask 
your wholesaler for 
our special price 


GTW “Profit Maker" 


Hangs on either end 
of large TI-52 Mer- 
chandiser or on peg- 
board wall, or stands 
on counter. Self- 
serves 36 Green 
Thumb small tools 

Complete with bal- 
anced stock of small 
tools, as shown, at 

a special price. Ask your wholesaler. 


GTC DISPOSABLE ‘‘SELF-LIQUIDATOR"’ 
in white gloss craftboard display, with 36 
small tools, also available. 


PLACE YOUR 


Green Thumb 


ORDER NOW 


THE UNION FORK & HOE CO. 
Columbus 15, Ohio 
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NEW No. TI-52 MERCHANDISER WITH 52 LONG-HANDLE GREEN THUMB TOOLS, AS 
SHOWN ABOVE. PROVIDES A BALANCED BASIC STOCK AND THE DISPLAY THAT GUAR- 
ANTEES MULTIPLE SALES — ALL AT A SPECIAL PRICE. ORDER FROM YOUR WHOLESALER. 


Newest and best. Self-services up to 
80 long-handle garden tools in 2% x 
4 ft. Also provides space to hang new 
GTW rack of 36 small tools at either 
or both ends... The unit is mobile and 


stable. Tools “stay put” when the dis- 
play is being moved. Every tool is easy 
to see and easy to remove, Promotes 
impulse buying and multiple purchases 
of matching Green Thumb tools. 


For more information use Handy Return Card, Page 71 21 





INDUSTRY NEWS 





HELLO FotKs—Labor Day week- 
end has passed, the children are 
all back in school, the gins are 
running throughout most of the 
South, almost time for the World 
Series and the National Hardware 
Show along with the National 
Wholesale Hardware Convention 
in Atlantic City ... By the way, 
if you haven’t made hotel reserva- 
tions in New York or Atlantic 
City you had better “get on your 
hoss and do it muy pronto.” 


Tha other day I received letters 
from Eddie O’Connor and Rolf 
Jarlen advising me that I was on 
their committee for next year... 
Eddie is chairman of the publicity 
committee and Rolf the advertis- 
ing (or something like that)... 
Thank you, gentlemen, I’ll do all I 
can to help as long as there isn’t 
any work attached ... Of course, 
you have two strikes against you 
from the start on “Road Runner” 
news; Ralph Cubby (Kirby) with 
this here magazine pays a little 
better .. . Funny thing happened 
about that pay ... A couple of 
months ago Ralph got the checks 
mixed and sent Dan Fry’s to me 
and mine to Dan .. . Dan sent his 
back with the comment that he 
was glad the literary giant in the 
Southwest wasn’t being paid more 
than he was ... Dan, we are even, 
I was wondering the same thing 
about you. 


Had a very interesting trip West 
this past month... W. Lee Watson 
(Weakley-Watson in Brownwood) 
who is president of The American 
Institute of Supply Associations (in 
plain English, The National Whole- 
sale Plumbing Association) was 
telling me of some of his trips to 
meetings this year . . . He should 
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Southwest Ramblin’s 


By JIMMIE McKIE 


The McKie Co. 
San Antonio, Tex. 


buy some airline stock, the ques- 
tion is which one . . . Joe Blagg 
was busy as a “one-armed paper 
hanger with the hives”. . . didn’t 
have much time to talk... O. B. 
Horner, Raymon Thigpen, Austin 
Wilkins and Alex Bartholemew all 
in a good mood ... at least they 
tolerated me. 


In Abilene Bill McKinney and 
Frank Moore in fine fettle .. 
Picked up three orders here... 
Bill said this was a mistake but 
he had to do it. 


Sad news from Pecos. . . Gal- 
braith Steel & Supply have closed 
the Pecos branch after 25 years... 
With the new warehouse in Lub- 
bock in operation and the new one 
in San Angelo almost completed 
top management (Jack Foxworth 
and company) feel they can give 
as good service from the two new 
warehouses as they did from the 
three old ones . . . Three of the 
Pecos salesmen to go to the Lub- 
bock branch and the rest (two or 
three) to go to Angelo. ..I am told 
that Buddy Withers, manager at 
Pecos is retiring and George Rey- 
nolds is or has gone to Lubbock 
to work with A. C. White in pur- 
chasing . . . Jap Elm and A. C. 
report everything running smooth 
for them . . . While writing about 
Galbraith personnel, Jack Scudder 
was on vacation when I got to San 
Angelo . . . Spent some time with 
Ralph Thomas whose picture was 
on the front page of the paper the 
day before .. . No, he wasn’t in a 
line up . . . He was on some civic 
committee . . . Also retail hard- 
wareman Frank Foster is on the 
same committee. 


Out in El Paso spent some time 
at Momsen’s with Jim Murray, but 


(Continued from page 20) 


missed Colonel (chicken-no-less, so 
I am told) Henry McDonnell who 
was at summer camp with the 
reserve at Fort Sill, Oklahoma... 
Al Hutchet was on vacation, but 
Harvey King, Jim Dight, Bill Cum- 
mins, Jack Smith, Bob Ellison and 
Spike McCleskey all were on hand 
... John Breitenbach has been ap- 
pointed manager of the plumbing 
department in Phoenix for Mom- 
sen. 


At Zork Hardware, Ben Martch 
explained to me the functions, etc. 
of the new Interstate Hardware 
Merchandising group... Their 
first circular looks mighty good to 
me...Saw Russ Stewart and 
Charlie Grant, but missed L. A. 
Velarde who was on vacation. 


In Albuquerque at Charles II- 
feld Co. Jim Wright told me C. A. 
Johnson was asking about me... 
A lot of you folks in South Texas 
will remember him... He lived in 
Uvalde and traveled for Corpus 
Christi Hardware for several years 
then visited in El Paso, decided he 
would like to live there, went to 
work for Momsen and now is with 
American Chain traveling the 
mountain states, so Jim said. 


Over the weekend in Albuquer- 
que I drove up on Sandia Crest, 
approximately 11,000 feet above 
the town ... This I have wanted to 
do for years, but when the weather 
was right I didn’t have time... 
I can’t describe the beauty, but it 
is right off highway 66 about 10 
miles east of town .. . If you are 
by this way sometime, don’t pass 
it up. 


In Amarillo at Amarillo Hard- 
ware, Hizzonner Jack Neely (Presi- 
dent of the Southern Wholesale 
Hardware Association) had the 
privilege of buying the coffee. . 


Jim Develin has lost the title of 
“Coffee King” to Red Hutson... 
I was there on the 19th and Red 
had already bought 50 cups during 
the first 10 days . . . Twice a day 
the same 7 or 8 drink coffee to- 
gether and play the alphabet game, 
they keep a record on a calendar 
of who pays and for how many 
cups ... Jim McKie has had some 
real cheap coffee there this year. . 
They stuck me once on January 
2nd at the sales meeting. 
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At Morrow-Thomas ran _ into 
Rob-Ell Cox who said he had 
spent the weekend there .. . He 
and Jack Husbands had played 
golf on Sunday ... knew I wouldn’t 
get the truth out of either of them 
so didn’t ask their scores. 


In San Angelo at Findlater Hard- 
ware, J. Mart was telling me they 
haven’t taken a vacation in 10 
years, but are planning one to 
California with the grandchildren 
... We took this trip last year and 
found that Ernestine Behrens did 
too ... She said the shutter broke 
on her camera and she did not get 
any pictures of Grand Canyon, 
Disney Land, etc. ... I took 
enough to fill three people’s needs 
so will send her some. 


Saw Ed Luther and a visiting 
fireman at Nash Hardware last 
week ... This water ski business 
of Charles Nash III must really be 
something . . . Charles II reports 
everything operating smoothly ... 
Visited for a few minutes with Bill 
Thornton. 


In Paris, Bob Kennedy showed 
me through their new home—very 
pretty and well decorated . . .Miss- 
ed Mr. D. R. Bonner in Sulpher 
Springs, but spent about an hour 
with Charlie Shelton at Wadel- 
Connally in Tyler. 


Professor J. C. Teat at Samsco in 
Waco has just returned from the 
management course given by the 
Harvard School of Business . . . He 
and Herb Raymond from the Har- 
lingen branch went up... Mr. J. 
W. Neece who has bought the 
heavy hardware at Samsco is re- 
tiring .. . Jack Welch is taking his 
place ... Mr. Neece said he started 
to work for Eubanks Supply in 
1913 in Dallas . . . They sold out 
to Briggs-Weaver in 1917 and 
along with the inventory went 
he, a girl typist and a shipping 
clerk . . . He came to work for 
Samsco in 1930... At the moment 
he has no plans except for a short 
vacation. Will still live at 604 N. 
32nd Street in case any of the 
Boosters would like to stop by to 
say hello. 


The new president of the Texas 
Wholesale Hardware Association 
(J. W. Barnes, Waco Hardware 
Co.) reports winding up their year 
June 30th with an increase in sales 
and a good profit picture... J. P. 
Brewington, Charlie Varnall and 
O. E. Mehnert all hard at it... My 
curley-headed uncle, Eb Smith, was 
there, but didn’t get a chance to 
hardly say anything more than 
hello. 


Working San Antonio the other 
week, I found at Watts Ed Moran 
on vacation, Eddie Heusinger in 
(got an order, too). At Alamo Iron 
Works, Frith Arnold and Lee Ploe- 
ger in (two orders here). At Sams- 
co, Herman Cooper there but Jim 
Biggs on vacation . . . At Allens- 
worth-Carnahan saw Bill Jones 
(Jefferson Hardware — Retail) 
talking to H. H. McDougal.. . Bill 
said he was closing his store. . 
His lease expires this year .. . will 
reopen later in some other location, 
has been here 12 years. 

When I called on Van Hoogen- 
huyze, the first fellow I saw was 
Paul Schulz... My old territory 
with Watts used to over-lap part of 
his with Van Hoog . .. He has come 
into the city order desk after 51 
years on the road ... Mr. Noah 
Van Hoogenhuyze told me he and 
Paul used to travel for the old 
San Antonio Hardware Co. ... 
Then in 1909 Paul went to work 
for Allensworth-Carnahan ... In 
1910 when Mr. Van was 17 he and 
Paul traveled together in Paul’s 
buggy, Mr. Van being too young to 
own one... Mr. Van was travel- 
ing for his father by this time... 
Paul would go in first and when he 
finished Mr. Van would goin. . 
Paul came to work for Mr. Van in 
1937 . . . Here is a fellow who still 
has a twinkle in his eye and the 
same friendly smile that made 
friends for him all across the South 
of Texas... Also news from Van 


Hoog: Walter Barnes is back in the 
hospital, Bill and Jerry Smith 
(husband and wife team in the 
office) have moved to Houston, but 
do not know where they are work- 
ing. 

This is about all for now 


Adios. 
+ 


Central States Hdwe. Club 
to Hold Annual Party 


THe CENTRAL States Hardware 
Club will hold its 20th annual 
Stag Dinner Party in connection 
with the Atlantic City hardware 
convention, October 16, in the 
Grand Ballroom of the Shelburne 
Hotel. Cocktails will be served at 
7 p.m. with dinner and entertain- 
ment to follow. 

The Club is again sponsoring a 
special train from Chicago to At- 
lantic City. It will leave Chicago 
at 5:00 p.m. CDT, October 15, ar- 
riving in Atlantic City at 9:55 
a.m, October 16, end will leave 
Atlantic City for the return trip to 
Chicago at 5:30 p.m., Wednesday, 
October 19 arriving in Chicago 
9:00 am. Thursday, October 20. 
All reservations are to be made by 
contacting L. G. McSteen, district 
passenger agent, The Pennsylva- 
nia Railroad, 16 S. LaSalle St., 
Chicago 3, Il. 

Arrangements for the dinner 
party and special train were made 
by the entertainment committee. 


Lawn Mower Institute Elects Officers 


At its 8th Annual Meeting and Convention held at Shawnee inn, Shawnee-on- 
Delaware, Pa., the Lawn Mower Institute, Inc., elected the following officers to 
serve for the coming year, left to right: secretary-treasurer, James L. Quick, 
president of Quick Mfg., Inc.; president, Einar A. Jacobsen, president, Jacobsen 
Mfg. Co.; vice-president, Louis C. Vandertill, vice-president—consumer products 
sales, Motor Wheel Corp.; and reappointed as executive secretary and assistant 
treasurer, Harold K. Howe. Directors elected to serve for three years are Herbert 


F. Engelking, division manager, Bolens Products Div., Food Machi 
Corp.; Walter M. Ringer, Jr., president, Foley Mfg. Co.; Robert E. 
- engines, OMC Engine & Equipment Div., Outboard Marine Corp.; and 





& Chemical 
huler, sales 


Louis C. Vandertill. 
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INDUSTRY NEWS 


True Temper Expands 
Tackle Sales Force 


IN A MOVE that adds a number 
of manufacturers’ representatives 
to its own sales group, the fishing 
tackle sales division of True Tem- 
per Corp., Cleveland, Ohio, has de- 
veloped an expanded field force 
under the direction of Sales Man- 
ager A. H. “Doc” Egger, according 
to an announcement by Sales Vice- 
President R. R. Raymond. 

The new territorial lineup 
handling the firm’s fishing tackle 
sales under the True Temper, 
Ocean City, and Montague brands 
includes the following: 

South: Taylor Britton and Vern 
Greenwood, who have represented 
True Temper in the South since 
1955 and 1957, respectively, have 


A. H. "Doc" Egger 


joined forces in Knoxville, Tenn., 
as of August 1, as manufacturers’ 
representatives doing business as 
Britton and Greenweod and will 
handle the firm’s tackle lines in 
Alabama, Florida, Georgia, Ken- 
tucky, Mississippi, North Carolina, 
South Carolina, Tennessee, Vir- 
ginia, and West Virginia. Carl 
Dahlstrom, tackle specialty sales- 
man, joins Britton and Greenwood 
as an associate. 

Britton’s tackle sales experience 
dates from 1945 when he was a 
manufacturers’ representative. In 
1955 he joined Montague-Ocean 
City, which was acquired by True 
Temper in 1957. Greenwood has 
sold tackle at both retail and 
wholesale, was a tackle buyer for 
Clark Hardware Co., and was 
Southeastern representative for 
Ashaway for five years. He joined 
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Forty Year Pin Awarded 


George A. Campbell, center, veteran 
top salesman for Corpus Christi Hard- 
ware Co., Corpus Christi, Texas, re- 
cently was awarded a Forty Year 
Service Pin. Shown with Campbell are 
Vice-President Franklin Fiato, right, and 
President Joe Wood, who presented the 
pin at a meeting of the sales group. 
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True Temper in 1957. Dahlstrom 
has 12 years’ experience in sport- 
ing goods and was a salesman for 
Robinson Co. 

Southwest: Bob Abb _ Sales, 
manufacturers’ represent- 
atives, Sherman, Texas, has been 
appointed effective September 1 to 
cover the states of Texas, Ar- 
kansas, Louisiana, and Oklahoma. 
Gordon Ray, who has represented 
True Temper in this area as re- 
gional sales manager since 1953, 
joins Bob Abb and Dale Jones in 
the Abb organization. 


(Continued from page 23) 


Abb’s tackle sales experience 
began 20 years ago with the Web- 
er Tackle Co., and for the past 
10 years he has sold in the South- 
west. He is secretary of the South- 
western Tackle Representatives 
Association. Jones was for many 
years associated with the Nobel 
Hardware Co.’s tackle department. 
He joined Bob Abb on January 1, 
1960. 

F. J. Erdmann, assistant sales 
manager, takes on additional ad- 
ministrative responsibility in as- 
sisting Egger at True Temper’s 
Cleveland headquarters. 


* 


Hamilton Cosco Launches 
Extensive Fall Promotion 


HAMILTON Cosco, Inc., Colum- 
bus, Ind., launched its fall promo- 
tion of housewares, juvenile prod- 
ucts, and bridge furniture in July. 
Called the “Big Sales Roundup” 
and geared to a western theme, 
the promotion features a trade ad- 
vertising and direct mail cam- 
paign, a consumer advertising pro- 
gram, and special merchandising 
kits. 

Added features of the promotion 
are contests for the retailers and 
the distributor salesmen, First 
prize in the retailer contest is a 
Ford Ranch Wagon; five first- 
place prizes, each consisting of 100 
silver dollars, will be given dis- 
tributor salesmen. Numerous oth- 
er prizes will be awarded. 





National Show Gets Set 
to Reveal “What's New" 


MorRE THAN 45,000 buyers are 
expected to learn what’s new, plan 
their sales and preview next 
year’s profits at the 15th annual 
National Hardware Show at the 
Coliseum in New York City, Oc- 
tober 10-14. 

For a record fourth consecutive 
year, the National Hardware Show 
will occupy every available square 
inch of display space in the mam- 
moth exhibition building, accord- 
ing to Managing Director Frank 
M. Yeager. 

More than 1,000 leading manu- 
facturers will display and demon- 
strate more than 50,000 items, 


over 1,000 of which will be new 
in design or concept. Other thous- 
ands will be new in color or con- 
struction or features. In addition, 
thousands of new packages, pro- 
motions, and profit-offerings will 
be unveiled for the first time. 

The first floor, first mezzanine 
and second floor will feature 
hardware, housewares, paint, and 
allied products; the third and 
fourth floors will be devoted ex- 
clusively to lawn, garden, outdoor 
living and light farm products and 
equipment. 

Show hours are: October 10, 11 
a.m. - 6 p.m.; October 11, 10 a.m.- 
6 p.m.; October 12, 10 a.m. - 10 
p.m.; October 13, 10 a.m.-6 p.m.; 
and October 14, 10 a.m.-3 p.m. 
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INDUSTRY NEWS 





It took drawn pistols and plenty of able-bodied male assistance to see Sally Hill 
safely inside the Richmond country club. The occasion was a national sales 
meeting called to reveal details of Moto-Mower's new credit plan to dealers. 
As “Miss Moto-Mower Money Bags," Sally emphasized the thousands of dollars 
of financial assistance now available to Moto-Mower dealers and customers. 
Fianking Sally, in addition to the constables, are, left to right: William H. Nolan, 
director of sales for Moto-Mower; Robert Uriaub, secretary-manager of Dura 
Finance Co., which administers the program; and Richard Clark, Moto-Mower 
sales promotion manager. 


Moto-Mower Sponsors 
Retail Credit Program 


THE FIRST manufacturer-spon- 
sored credit program in the pow- 
er-equipment field, including full 
provision for financing installment 
sales at the retail level, is an- 
nounced by Moto-Mower, Inc., 
Richmond, Ind. Details of the pro- 
gram have been revealed by Wil- 
liam H. Nolan, Moto-Mower’s di- 
rector of sales, and Robert Urlaub, 
secretary-manager of Dura Fi- 
nance Co., which will administer 
the program. Like Moto-Mower, 
Inc., Dura Finance is a subsidiary 
of Dura Corp. 

Dealers participating in the pro- 
gram obtain the benefits of trust- 
receipt floor-planning without cost 
to themselves and are able to offer 
their own customers economical 
time-purchase terms for a mini- 
mum down payment of as little as 
$5 on purchases under $300, Nolan 
stated. Trust-receipt floor-plan- 
ning enables the dealer to present 
a full line of Moto-Mower prod- 
ucts, and in addition, the dealer 
who moves products rapidly earns 
anticipation discounts, thereby in- 
creasing his profits. 

After executing a simple in- 
stallment-sales contract for the 
purchase of one or more Moto- 
Mower products, the customer has 
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the privilege of charging addition- 
al purchases to his unpaid balance 
at a later date. If he chooses to 
pre-pay his contract, finance 
charges are reduced accordingly. 
Mechanics of the Moto-Mower 





Housewares Award 


Jack J. Culberg, right, marketing vice- 
president, housewares, Ekco Products 
Co., receives traditional brown jug 
signaling his selection as housewares 
“Man of the Year." Presentation is 
made by Howard C. Graves, assistant 
sales manager, Beck & Gregg Hard- 
ware, Atlanta, Ga., and president of 
the Southeastern Housewares Club, at 
the club's ninth annual rebel breakfast 
held at the Atlantic City National 
Housewares Show. 





(Continued from page 23) 


credit program were explained by 
Urlaub as follows: 

In order to participate a dealer 
signs two simple forms. One is a 
statement of trust-receipt financ- 
ing, the basic agreement between 
the dealer and Dura Finance Co. 
The other is an authorization to 
Dura Finance, giving its agents 
power to negotiate the necessary 
trust receipts. If the dealership is 
incorporated, a certified copy of 
corporate empowering resolution 
is required also. 

Once the dealer’s participation 
in the finance plan has been ap- 
proved, he is able to stock a full 
line of Moto-Mower products 
without tying up any of his own 
funds. 

When the dealer makes a sale 
for cash, he forwards his payment 
for the merchandise to Dura Fi- 
nance Co. On credit sales, the 
dealer fills out the customer’s sales 
contract and checks his credit. The 
sales contract is then sent to Dura 
Finance, where the dealer’s liabil- 
ity for the purchase from the dis- 
tributor is canceled. The dealer’s 
anticipation discount is figured as 
of the date of sale: that amount, 
plus his full profit, is sent to the 
dealer within 30 days. 

Dealers may elect to have cus- 
tomers make their monthly pay- 
ments in the store in order to in- 
crease store traffic and impulse 
buying. Credit losses and collec- 
tion costs, if any, are shared with 
Dura Finance on a fifty-fifty 
basis. 

Moto-Mower offers participat- 
ing dealers a complete merchan- 
dising kit of window banners, 
product pages, newspaper mats, 
and direct-mail pieces emphasiz- 
ing plus features of the “mow now 
—pay later” plan. 


* 


Dicks-Armstrong-Pontius 
Changes Corporate Name 


Dicks - ARMSTRONG - PONTIUS, 
Inc., Dayton, Ohio, manufacturer 
of DAP putties and caulking-glaz- 
ing - sealing compounds, has 
changed the corporate name to 
DAP, Inc., according to an an- 
nouncement by John N. Dicks, 
DAP president. 

Dicks-Armstrong-Pontius, Inc. 
was adopted officially as the cor- 
porate name for the firm that 
grew out of the merger of The 
Dicks-Pontius Co. of Dayton, and 
The Armstrong Co. of Chicago. 
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ROYAL lines FIT together... 
WORK together... 


SELL together... 








WIRE and CABLE Fast-working, flexible Royal 
wire and cable cut job time and trouble. Rubber, 
neoprene, plastic-jacketed portable cords, lamp 
and fixture wires, thermostai cables, and more 
—all put up in easy to handle, clearly- 
labeled packages. , 


FUSES The popular and recognized line — by 
the makers of “Royal Crystal”, the original glass 
top fuse: ROYAL-LAG time-delay, ROYAL-NOARK 
cartridge, ROYAL-LAG dual element fuses, Type 
S fuses— each recognized as tops for safe and 
sound installations. 





ELECTRIC TE: 
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CORD SETS and EXTENSIONS The biggest 
and best line in the industry. Royal heavy-duty 
“POWR-KORDS”, range and dryer cords, appliance 
cords, household and special extensions — any 
type of cord set your application calls for — made 
right to be right on the job. 


WIRING DEVICES Designed for rugged duty 
and fast, simple wiring—a complete line of 
Royal unbreakable PVC caps and connectors, 3 
to 2-wire adapters, range and dryer receptacles, 
switches, wall plates. Longer-lasting, too — just 
can't be beat for stamina and dependability. 





Write for catalogs, giving your wholesaler’s name. 
ROYAL ELECTRIC CORPORATION, PAWTUCKET, R. I. 
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No more boxes of 
“Scrambled Tools” .. . 
no frustration or lost 
time! Exact fit “Con- 
tours” keep tools in cor- 
rect places .. . in full 
sight . . . always ready 
to pick up and _ use. 
When lid is closed, tools 
are locked in position. 
No extra cost for this 
revolutionary improve- 
ment. 


* CONTENTS °* 


SIDE 1 


One each of 6 different Top-sell- 
ing “PICK-QUICK” Socket Sets in 
Yu", Ye" & Yo" Square Drives— 
ranging from 11 to 17 pieces, 
including box. 


SIDE 2 

2 each of 7 different everyday- 
demand “KITMASTER” Open End, 
Box and Combination Wrench 
Sets, ranging from 3 to 10 pieces. 
Also 2 each of 3 different 4" & 
VY" Hex Drive “SOCKETEER” 
Socket Sets, ranging from 9 to 
12 pieces. 


For more information use Handy Return Card, Page 71 
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IN TOOLS 


Side 2 Features 


NEW ‘“‘KITMASTER’’ WRENCH 
SETS 
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Vinyl window on front and rugged 
Leatheroid Vinyl back. Wonderful VISI- 
BLE SELLER, too—your customer sees 
everything at a glance. 


JUST INTRODUCED ...AND ALREADY HUNDREDS OF STORES 

LIKE YOURS REPORT RECORD-BREAKING PROFITS! Put this 

Brand-New Challenger Self-Service Merchandiser in your 

store ... then watch your own profits skyrocket BECAUSE 
»- +-.1) Every customer instantly recognizes the advantage 
of jumble-free “Pick-Quick” Socket Sets ...2) Every cus- 
tomer immediately sees that ““KrrmAsTER” Wrench Sets are 
the perfect answer for VISIBLE, compact, dirt-free storage .. . 
3) Every tool is American-Made, Fine-Quality, Factory- 
Guaranteed ...and 4) Every Set is a Stand-out Value that 
creates big impulse Volume! 


Get details Today ... through your Jobber . . . or write 


challenger TOOLs 


PENENS TOOL CORP., SCHILLER PARK, ILL. 
SUBSIDIARY OF PENDLETON TOOL INDUSTRIES, INC. 
“Over Fifty Years Leadership in Fine Tool Engineering” 
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material available. 14- 
mesh galvanized wire 
heavily coated with clear 


acetate plastic. m } | | ad 
~~. Ae 


No. 700 W — Two layers 
of heavy acetate plastic 


fused over 4 x 4 mesh we 
rustproof, corrosion-proof 
aluminum wire. 


R-V-Lite Green Cotton WINDOW MATERIALS and 


Mesh No. 100C — Green 

mined conor” mo  DBROTECTIVE COVERINGS 
bonded between layers of 

clear, tough acetate plas- 

tic. 


R-V-Tex Protective 
Covering No. 
500X — Clear poly- 
ethylene film rein- 
weet “< forced with %’’ 
et = i: mesh white Fiber- 


. 
QD 
rc 
“ + 


wae J eat ' glas. 
R-V-Tex Protective 
Covering No. 
600X — Black on 
one side, aluminum 
on other. Double- 
thick polyethylene 
film reinforced with 
%” mesh Fiberglas. 


R-V-Lite Vinyl! Plastic 
Sheeting No. 15V — 
Heavyweight crystal clear 
plastic, tough, waterproof, 
highly flexible. 


NEW! ’Rdeco Paneling 


R-V-Tex Fleer and Car A completely new kind of material 


pet Runner — Lies flat, 
won't curl. Embossed un- Decorative—Practical 


derside grips carpet. Deep- 5 Sparkling Colors 


embossed pattern traps 


more water, snow and dirt. See it at the National Hardware Show 





Storm-Lite Storm Win- 
dow Kit No. 24Si— Each 


Ui concis coor pret. -N:W1 am @te);1:1¢);7 Gale). 


lene sheet 36” x 72”, fiber 
molding strips, nails. At- 
tractively packaged . 
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ofits to Sock Away 


MODEL SC-7100M 7” POWER SAW 

Powerful Series AC Motor. Safety clutch. 7” combination long wear- 
ing black blade cuts 22” at 90°, full 2 x 4 at 45°. Instant release 
trigger switch. Turbo-internal fan for cool operation. 5,000 rpm, no 
load, 3,000 rpm full load. Aluminum die-cast housing, silver lustre 
or mirror finish. Suggested Retail, SC-7100M Mirror Finish, —" 
SC-7100 Silver Lustre . 


*39°8 


MODEL KU-138 TWIST-LOCK DRILL-SANDER-JIG SAW KIT 
includes Shopmate 740-CG 44” Electric Drill plus two Twist-Lock at- 
tachments. Change tools in seconds—no straps, chucks, washers— 
just one quick twist is all! Oscillating Sander has 25 sq. in. sanding 
surface, patented knurled roller locks, 9 abrasive sheets. Jig Saw 


cuts 2 x 4’s, has full 45° wrap 3 free blades. Pane aaa Retail, at 4] 96 


in display-storage carton . 


MODEL K-280CM OSCILLATING SANDER 

Universal AC-DC 115-Volt Motor: 4,000 oscillations per minute. 14” 

sponge rubber platen, oil and grease resistant. Patented, positive 

locking knurled rollers hold abrasive sheets. Die cast aluminum hous- 

ing design permits unobstructed view of pad front. Push-button 9458 
switch. Suggested Retail, K-280CM Mirror Finish, $25.48, K-280C 

Silver Lustre . . ' 
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More Value -More 


For your Christmas stocking, Shopmate—the 
big name in power tools—presents the Big 8. 
This selection includes the most wanted Christ- 
mas items—carrying the most wanted brand 
name—Shopmate. 

And Shopmate brings you an added Christ- 
mas bonus—gleaming, appealing Mirror Fin- 
ish on five tools never before offered in this 
rugged, tough finish with extra eye-appeal. 

Every Shopmate tool is job-tested to assure 
customer satisfaction—and priced to move fast 
for the holiday trade and the year around. 

Clip the coupon right now. Put Shopmate’s 
Big 8 to work for plus profits at Christmas. 








MODEL K-39 40-WATT SOLDERING IRON KIT 

¥% inch chisel tip. Fast heating element delivers full 40 watts. Easy- 
to-grasp handle has flared design, biack finish. Kit includes scraper, 
chisel tip, 3 abrasive sheets, coil of solder, stand in plastic bag. Every 
home workshop and professional shop needs this general purpose and 
radio iron—a real Christmas leader! Suggested Retail 


eha 
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MODEL 748CM %” ELECTRIC DRILL 

Precision-built; ¥%” capacity in steel, 34” in wood. 50% more torque 
than 4%” drills. Die-cast aluminum alloy ‘‘split-half’’ housing is com- 
pact, well-balanced; accurate alignment with gears and Powerful 
Series 2.6 amp motor securely fixed in one rigid ‘‘half.” 1,000 rpm 


$25.48, 748-CG Silver Lustre . . °° 


no load, 600 rpm full load. a Retail, 748-CM Mirror Finish, 
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From Your Christmas Stocking 


with the 
“PET-BUILT"' 
® Bonus 


Quabity...Prived so Low, 


PORTABLE ELECTRIC TOOLS, INC. “2%. 2 


Chicago 20, Illinois 





MODEL KSG-125-1 SOLDERING GUN KIT 


MODEL K-740CG-71 V4” ELECTRIC DRILL KIT 
Includes all-new SG-125 1.3-amp instant heat soldering gun 


transformer type with rigid single pole, 4” reach, directed 
beam light, hand-grip, soft-action trigger, shatterproof, 
flame-resistant Nylon housing plus wire bristle cleaning 
brush, joint cleaner, wire twister and all-purpose solder. 
Extensions available. Suggested Retail, in sore: 


Powerful Series 115-Volt AC 2.6-amp motor: 2,000 rpm with 
no load, 1,400 rpm full load. 30% more working torque 
than any other drill in its price range. Kit includes 3 drill 
bits: \.", Ye", Ya”. Takes all attachments including Twist- 
Lock for sanding, drilling, sawing, etc. Suggested Retail, 


K-740CM-72 Mirror Finish, — 
Ca GR an ae ss se ee . 3995 


Silver Lustre . . ye ot he 51898 








USE THIS EAS' ORDER FORM for S 


TABLE ELECTRIC TOOLS, INC. 
peer 83rd Street, Chicago 20, lilinois pa 
in Canada: Portable Electric Tools Ltd., 452 Birchmount Road, 13, Ontario 
Please rush the following Big 8 Items: 
Quantity Medel Ne. 
$C-7100 SHOPMATE 7” Circular Saw . 
poe Sane tans $C-7100M Same—Mirror Finish . . 
For fixed bench work. $995 ~~ K-280¢ eee 
ie sca eee 20 SHOPMATE Jig Saw and Scroll Saw. Att. 
K-21008M-21 Same—Mirror Finish 
yst-3 TABLE . 
K-740CG-71 SHOPMATE Ye" Electric Drill, 3 Bits 
K-740CM-72 Same—Mirror Finish . 
K-9 SHOPMATE 40-watt Soldering Iron kit 
~ KSG-125-1  SHOPMATE Soldering Gun Kit 
KU-138 TWIST-LOCK Drill Kit 
748CG %” ELECTRIC Drill 
WITH SCROLL SAW ATTACHMENT ___.. 748CM Same—Mirror Finish 
WITH SCROLL SAW ATTACHMENT AND SAW STAND ~s 


Firm Name. 
Powerful Series type 115-Volt AC motor cuts full 2” dressed jum- Your Name___._ 
ber, thin sheet metal, bevels 45° either side, cuts 17” circle. Air 


jet, 5” stroke, 3,050 strokes per min. Slide-type switch. 3 jig~ pace ec ann 


rane “maar 
3 scroll blades free, plus exclusive new attachment to convert § Clty 
to scroll saw. Suggested Retail, K-2100BM-21 Mirror Finish $30.48, istri -- - > 
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Preferred Distributor 
K-2100B-20 Silver Lustre 
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Stop Cutting Netting! 


oN 


TRIPLE 


‘PACK 


HE X 
NETTING 


NO CUTTING * ONE PACKAGE « THREE 
LENGTHS THAT SELL * NO REMNANTS! 


. Stop spending 20 minutes per sale. Make each 

4One 50’ Roll < sale in 1 minute or less! Enjoy full-roll, full- 
an d profit sales. 

One 25' Roll> ; In 1” or 2” Mesh— 20 Gage — Standard Widths 


No Unrolling! No Measuring! No Re-rolling! 
No Tying! No Scrap! 








PRODUCTS 


Sn (IS (C939) GILBERT & BENNETT 


QUALITY Georgetown, Connecticut e Bluelstiand, Illinois 
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to offer your customers 


moon S42K 


7-shot, clip magazine 


4 
/"32- 
RETAIL 


BEAUTIFUL, 5 LB. CARBINE 
WITH EXCLUSIVE HINGED FORE-END a 


@ Two-position, hinged fore-end can be @ “Magic”, 3-way 7-shot magazine ad- @ Receiver grooved for scopes, 
used either in “up” or “down”’ position justs instantly to load Short, Long or sling swivels on left of stock 
....great aid for accurate aiming. Long Rifle cartridges ... ExcLUSIVE. with web strap. 


The only clip automatics 
that shoot all 3 popular 
lengths of 22 cartridges 


noon 350K 


7-shot “Sporter” 


RETAIL 
mop. GO2K 
7-shot, 5-pound Carbine 
with hinged fore-end 


F ’ ‘ 3 8 vd 


SEND FOR CATALOG—showing additional models (in- 
Oss e cluding the new, 22 cal. MAGNUM “Chucksters”) and 
rg other exclusive Mossberg advantages such as hammerless, 


closed-breech action and AC-KRO-GRUV rifling, tops for 
for accuracy accuracy. 


O. F. Mossberg & Sons, Inc. 4709 St. John St., New Haven 5, Conn. 
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Consistent Promotional Program 
Offered Dealers by Fones Bros. 


To SELL MORE merchandise at a 
reasonable profit is the aim of 
every hardware distributor and 
retailer. And it can be done sim- 
ply and effectively in the opinion 
of Colonel Robert H. Baker, presi- 
dent of Fones Brothers Hardware 
Co., Little Rock, Arkansas, who 
speaks from a wealth of experi- 
ence. The company is now in its 
101st year of service to the hard- 
ware industry. 

All it takes is a well-planned 
sales promotion program that the 
distributor makes available to his 
retailers on a regularly scheduled, 
continuing basis. 

An over-simplification of the 
problem of selling more merchan- 
dise at a reasonable profit? Not 
at all, thinks Colonel Baker, who 
provides his customers with four, 
four-color, four page newspaper 
size broadsides a year (one each 
quarter) plus a spring catalog and 
a Christmas catalog. In addition, 
his dealers are offered at least one 
special item each month to pro- 
mote as “This Month’s Best Buy.” 

All of the promotions, includ- 
ing the every-month-specials, are 
complete with in-store trim kits, 
price cards and colorful window 
banners. 


More Traffic 


Colonel Baker pointed out that 
to sell more merchandise, the 
hardware retailer must have more 
traffic. Many, many of the items 
carried by hardware stores—and 
especially those in the housewares 
category—are sold on impulse. 
And it is on “impulse purchases” 
that the retailer must depend for 
plus volume and profits. That’s 
why regular, planned promotions 
that constantly stimulate store 
traffic and build up the hardware 
store as an important place to 
shop, are so important to Fones 
Brothers and their customers. 

Colonel Baker said every effort 
is made also to get each retailer 
to use all of the in-store trim ma- 
terials provided with each promo- 
tion. It is this material, he said, 
that creates the sales excitement 
and stimulates the buying mood 
of customers. He said that the use 
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of window streamers, proper dis- 
play of featured items, special 
price cards and other in-store trim 
materials spell the difference be- 
tween getting just good results 
and getting superior sales results. 

All of Fones Brothers’ promo- 
tions are prepared by Meyer Mer- 
chandising Service in Chicago. The 
merchandise for the promotions is 
selected by a committee of man- 
agement people from a group of 
26 non-competing hardware dis- 
tributors throughout the country, 
who like Fones Brothers, have ex- 
clusive rights to Meyer-produced 
promotions in the area they 
service. 


New Items 


“Although there are times when 
an item or two may be selected 
which we do not ordinarily stock, 
we buy it for the promotion,” 
Colonel Baker said, “because the 
item has been approved by the 
majority of the people on the se- 
lection committee, who are also 
good hardware merchants.” Fones 
is always willing to at least try 
new items which come so highly 
recommended. And it often hap- 
pens that such items do so well 
during the promotion that they 
become regular stock items for 
Fones and for their retail cus- 
tomers. 

The four-color, quarterly broad- 
side promotions, along with the 
two catalogs, which fill the needs 
of most retailers, if they use them 
consistently, feature items that are 
selected for their seasonal and 
traffic appeal to the most people. 
All the broadside items, generally 
from 60 to 65, which cover the 
classifications of items available 
in most well-stocked hardware 
stores, are offered at special prices 
to educate consumers that promo- 
tional buys, as well as regular, 
staple merchandise, is available to 
them at their neighborhood hard- 
ware store. 

“By offering our retailers regu- 
lar, pre-planned promotion pro- 
grams,” said Colonel Baker, “we 
are not only helping them to in- 
crease their business, but we in- 
crease our own volume and profit 


(Continued from page 26) 


at the same time.” 

Before launching into the pres- 
ent program, George Luker, vice- 
president of Fones Brothers, made 
a survey of key retail accounts. He 
studied their needs and listened 
to their suggestions. Then Fones 
Brothers’ management outlined 
plans, made their decisions and 
took the action necessary to im- 
plement these plans and carry out 
the decisions made. 

Colonel Baker believes that the 
“taking action” is the rea] key to 
the whole problem of selling more 
merchandise at a _ reasonable 
profit. “There is an ever greater 
volume of business to be had by 
retail hardware stores, and their 
distributors, if, together, they but 
do the simple things necessary to 
get it,” he said. 


* 


Valspar Appoints Southern 
District Sales Manager 


PauLt F. Loup has been ap- 
pointed Southern District sales 
manager of The Valspar Corp., ac- 
cording to an announcement made 
by R. I. Fredericks, executive 


Paul F. Loup 


vice-president of The Valspar 
Corp. 

Loup, a native of Louisiana, was 
born and educated in Baton Rouge. 
He has been active in the paint 
industry for more than 20 years, 
spending the last 16 with Valspar. 
He has held various managerial 
positions in the company during 
this time. 

Loup will headquarter in New 
Orleans. 
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INDUSTRY NEWS 


Allied Hardware Services 
Issues Fall Broadside 


THe “Peopie’s Choice of Fall 
Values” broadside that will be 
used by the wholesalers being 
serviced by Allied Hardware 
Services, Inc., Chicago, is news- 
paper size, in four colors, and 
features fast-moving fall items. It 
also has four coupons with special 
values. 

The broadside will be distrib- 
uted by the dealers in September. 
To complement it, the dealers will 
be furnished a store and window 
trim kit of approximately 210 
pieces, consisting of window ban- 
ners, over-the-wire pennants, 
price cards, newspaper mats, etc. 





A Christmas Gift issue is also 
in production for the group for 
distribution during the month of 
November. 

Among the non-competing 
wholesalers now using Allied’s 
promotional program are the fol- 
lowing: Wm H. Cole & Sons, 
Baltimore, Md.; Corpus Christi 
Hardware Co., Corpus Christi, 
Texas; C. M. McClung & Co., Inc., 
Knoxville, Tenn.; McGowin-Lyons 
Hardware & Supply, Mobile, Ala.; 
and Speer Hardware Co., Fort 
Smith, Ark. 


o 


Holiday Values Featured 
in Val-Test Broadside 


A 4-PaGE, 4-color newspaper size 
broadside entitled “Parade of Holi- 
day Values” will be circulated by 
the Val-Test group of distributors 
in October and November. The 
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colorful merchandising piece will 
feature 57 items with coupon items 
on each page. 

In addition to the “Parade of 
Holiday Values” broadside, the 
group will also offer their dealers 
a “Book of Gifts” for Christmas 
circulation. 


bmpriated Mery end Met 
i Toe Treding Aree 


Your NAME 





Among the participating distrib- 
utors are: Brown-Rogers-Dixson 
Co., Winston-Salem, N. C.; Fones 
Bros. Hardware Co., Little Rock, 
Ark.; Fries, Beall & Sharp Co., 
Springfield, Va.; Gates Hardware 
& Supply Co., Tulsa, Okla.; Greer 
& Laing Co., Wheeling, West Va.; 
Keith-Simmons Co., Inc., Nash- 
ville, Tenn.; King Hardware Co., 
Atlanta, Ga.; Stratton-Baldwin 
Co., Inc., New Orleans, La.; Van 
Deren Hardware Co., Inc., Lexing- 
ton, Ky.; Wm. Van Hoogenhuyze 
Hardware Co., Inc., San Antonio, 
Texas; and Kennedy Wholesale 
Hardware, Inc., Chattanooga, 
Tenn. 


a 


Vv. S Nevius Co. 
Appoints Overy 


R. D. Overy, former Southern 
District sales manager for Yard- 
Man, Inc., recently was appointed 
Florida representative for the V. 
S. Nevius Co., manufacturers’ 
agents headquartered in Atlanta, 
Ga. 





trouble-free 
aerosol paints 


NON-CLOG DESIGN 
IDEAL SPRAY PATTERN 
NO FINGER FATIGUE 


Look for 

the plastic top 
with this 
distinctive profile 
...it identifies 
THE EXCLUSIVE 
SPRAYON 
“DANVERN"” 
AEROSOL VALVE 


When you stock self-spraying 
paint, this famous valve means 
dependable performance and 
happy customers. You'll find it 
on the aerosol cans of many of 
the nation’s best-known paint 
manufacturers*. Engineered 
specially for paints, the Sprayon 
“Danvern” valve has no parts 
that “age” on the shelf and is 
virtually foolproof in opera- 
tion. It is clean and easy to use 
and always works. Be sure the 
aerosols you stock have it. 


* Names furnished on request. 


SPRAYON PRODUCTS, INC. 


2075 East 65th St., Cleveland 3, Ohio 
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DO IT YOURSELF WITH 
Standard HARDWARE 





“STANDARD” carded hardware 


Today, more than ever, it pays to sell “Standard”, the original carded 
hardware complete with screws. 

The popular priced “STANDARD” line of fast-selling carded items is 
the broadest line available from a single source . . . enables you to save time and 
money by consolidating your purchases . . . ideal for self-service and allows 
larger, more effective mass displays of same line merchandise. “STANDARD” 
offers, free of charge, colorful self-service displays which will increase impulse 
sales, turnover, and your profits. 

Ask your Wholesaler Salesman today about the “Standard”’ Roto-Rack 
and its 41, full profit, fast-selling basic stock items. A242 


The “Standard” Roto-Rack Contains 396 cards (in 3 colors) 

of 41 fast-moving items. 

Barrel Bolts Hinge Hasps Other “Standard” Products . . . Ventilating Door 

Closet Rod Holders Safety Hasps Guards, Screen Door Latches, Sash Hangers, Door 

Safety Window Butt Hinges Stops, Door Holders, Cupboard Sets, Screen Door 
Locks Strap Hinges Sets, Cupboard Hinges, Loose Pin Hinges, Toilet 

Sash Locks Tee Hinges Paper Holders, Floor Hinges, Jamb Piates, Coat 

_ ie oie rages and Hat Hooks... 
> > r Pulls abinet Knobs 
Typical Roto-Rack item. Screen Hangers & Pulls 

Turn Buttons Friction Catches “Standard” carded hardware meets 

Corner Braces Cupboard Catches Turnover Handbook recommendations! 

Mending Plates Cupboard Turns 


SHELBY METAL PRODUCTS COMPANY e¢ SHELBY, OHIO 


Originators of carded hardware complete with screws. 
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NEW BERNZ BONANZA PAK FOR FALL 1960 





FREE! Handsome, Rugged 4” Pegboard. 2-Way Display 
FREE! 2 TX-9 Fuel Cylinders 


BERNz()marlC roman a N y 








Display Stand Size, 30” 
FREE 2-Way Display Works Coming And Going... 


FRONT Displays Colorful Bernz-O-Matic Volume Selling Torch Kits with 2 Dozen “How To” 
Torch Use Booklets 


BACK Of Display Equipped with “Special Tool-Of-The-Month” Sign for Promotion of Your Own 
Tool Specials . . . 


PLACE DISPLAY ON GONDOLA IN TOOL DEPARTMENT 


HERE’S YOUR BERNZ BONANZA DEAL... MODEL TX- 


CONTENTS 


owaAl ae, 
SY 4, 


¢ 
o 
° 

~ 


ps “as 
406 asso” 


NRHA 
APPROVED 
DISPLAY 


x 16” 


2—TX-10 TORCHES 

2—TX-888 TORCH KITS Ar 

2-TX-25 TORCH KITS FRW7 MATIC 
FREE—2 TX-9 CYLINDERS 


PLUS HANDSOME %” PEGBOARD FREE! 
SHIPPING WEIGHT 37 LBS. VALUE)” COMPLETE WITH FIXTURES ($5.00 
OTTO BERNZ CO., INC. 





ALSO AVAILABLE: ROCHESTER, 


TX-6888 PAK (CONTENTS 6 TX-888 TORCH KITS AND 2 FREE TX-9 CYLINDERS) 

DEALER PRICE $35.70 
TX-6625 PAK (CONTENTS 6 TX-25 TORCH KITS AND 2 FREE TX-9 CYLINDERS) 

DEALER PRICE $39.90 


N.Y. 














Nits, srt ell 


md 


> 
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STANLEY 
TAPE RULES 


Severe abrasion testing proves they outwear 
ordinary rule blades 3 to 1. 


trademark 
for its 


Superior blade action in any application. polyester 


LIFE GUARD Blade not affected by most 
solvents, alkalies, acids. 


Yellow color, proved best for highway signs 
and armed forces rescue equipment, provides 
the greatest possible visibility. 


@ Tru-Zero Hook and Tru-Reading Mouth. 


INDIVIDUALLY PACKAGED TO 
BOOST IMPULSE SALES 


Each STANLEY Tape Rule with Life Guard 
Blade comes in its own “tell and sell” box 
designed for hanging on your pegboard to pro- 
mote self-service buying. 4 sizes — 6, 8, 10 and 
12 ft. with % in. blade, prices start at $1.49 
retail. 2 sizes— 10 ft., % in. blade at $2.59 
— and 12 ft., % in. blade at $2.98 retail. 

The % in. blade provides greatest rigidity 
for extended measuring. 


STANLEY Hard- 
ware Center — a 
complete home 
hardware depart- 
ment with every 
hardware item your 
customers need for 
remodeling, repair 
and workshop pro- 
jects. 174 fast sell- 
ing basic items 
organized into 22 
product groups. 
Wire “Uni-Racks” 
for minimum set-up 
time. Order 11 or 
more groups and 
you get free Promo- 
tion Kit! 


TR24D TAPE RULE ‘“‘UN/-RACK” 


STANLEY Tape Rules with Life Guard 
Blades are included in New “Uni-Rack” 
of 24 popular tape rules — 4 in. and % 
in. blades — that will satisfy every cus- 
tomer need and price preference. 


Order From Your Wholesaler Today 


Fast cutting action, 
and smooth easy 
handling make the 
lightweight STAN- 
LEY H36 Orbital 
Sander a sure cus- 
tomer pleaser. Sales 
features include: 
perfect balance, 
thumb-tip switch 
and out-of-way 
cord. Wide flat pad 
receives full power 
for quick, smooth 
finishing. Ideal for 
recessed panels, 
grooves and other 


List Price 
small work areas. ¥ 


9.95 


Stock STANLEY Hardware and Electric Tools for FASTER TURNOVER 


AMERICA BUILOS BETTER AND LIVES BETTER WITH STANLEY 


STANLEY Wit, Conse atemast Citnettan exe 20000 qratty prodees of Ts Rartey Wate, Now tcl, Cram tans ten « electric 
tools . builders h ial hardy + drapery hardware - avtomatic door contr 
* springs + cootings - rip deal cod Ghapeteg ends te Be that ts de dnd tae, Gotan, Enafand ond Goa. 


CANADIAN PLANTS: HAMILTON, ONTARIO AND ROXTON POND, P.Q. 








REG. VU. S. PAT. OFF. 
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| COMPACT is the buy-word 
for the new 1961 HAHN 


POW-R-BOY GG rotary TILLERS 


Design makes the difference. Gear box and engine mounted right over and slightly 
forward of the tines — weight where you need it to pulverize even hard-packed soil and 
grassy sod without jerking or bouncing. Low center of gravity and perfect balance for 
easy handling. 


Instantly detachable ten-inch wheels and instantly adjustable depth bar mounted close to 
gear box for a sweet-looking, compact tiller that outperforms much heavier models. 


Up to 32 h.p. engines — each with power to spare, thanks to 35 to 1 gear ratio. Over- 
power with spring tension idler roller and belt drive cuts maintenance costs and in- 
creases engine life. 9 models, 16” to 24” width. Extension tines up to 48” width. 


RUGGED — 
POWERFUL 


EASY TO HANDLE 
COMPETITIVELY 





SEE US AT 

NATIONAL HARDWARE SHOW 
Booths 1082-1055, Coliseum, 
New York, Oct. 10-14 


Distributorships open in a few areas. 
Mail coupon today for details. 


mmm ee ee —, 


HAHN, ING. evcrcme 

, « EVANSVILLE, INDIANA 

Send me confidential trode information about the new 
1961 HAHN Pow-R-Boy Rotary Tillers (check type of busi- 


ness): 


[] DEALER C] DISTRIBUTOR 


NAME 
ADDRESS 
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PITCH INTO GREATER 
PROFITS WITH... 
FULTON’S TENT LINE 


Stock Fulton's fast-moving line of tents—get those 
“extras” that mean greater volume .. . longer profit! 
Backed by over 90 years experience, tents bearing the 
Fulton name mean customer assurance of quality... 
durability . . . functional design for any use. You'll 
save on money tied up in inventory! Fulton keeps a 
huge stock ...and provides immediate delivery! Call 
or write today for descriptions and prices on Fulton 
tents and tarps. 


34 years in the business 
he KNOWS a sure seller 


UMBRELLA TENT—For 
those who want to rough it in 
comfort. Features 63” awning 
with insect screening at front 
door and rear window, canvas 
floor. Complete with metal 

| frame assembly, ropes, stakes 
and poles. Model #2101 


“This new VISE-GRIP display 
rack sure helps create 
those impulse sales” 


says Cecil Davis 
Sharp Hardware Co., Dallas, Texas 


STANDARD WALL TENT 
— Built to stand up under 
hardest usage at construc- 
tion, logging or other semi- 
permanent camps. Wide-lap 
doors have tie-strings for 
snug closing. Model # 2010 


COMBO TENT — Ideal for 
any outdoorsman. Features 


Here’s the Vise-Grip display rack that’s attracting 
customers all over the country. It’s compact and 
convenient for both you and your customers. Takes 
only 14 inches of store space! And it’s designed so 


canvas floor, pyramidal stor- 
age space in rear, zipper 
mosquito screen and snake 
guard. Complete with poles, 
stakes, and ropes. Easy to 


that each Vise-Grip model can be easily removed erect and pack. Model # 2050 


when a sale is about to be made. Ads now running 
in Life, Saturday Evening Post, Popular Science, 
Popular Mechanics and Farm Journal feature the 
Vise-Grip display rack. Better order your free 
display rack now—have it up and working for you 
when prospects come in. Simply write direct (or 
ask your jobber), for your free Vise-Grip display. 





Customers Call for 


FULTEX®* TARPS 


People who buy.’em and try ’em... buy FULTON 
TARPS again and again! They’re triple-strength... 
made of durable cotton duck that’s especially treated 
by Fulton’s exclusive process. Outstanding Fulton 
strength feature is the 14-inch hem all the way 
around... with grommets anchored in four layers of 
duck! Seams are triple-sewed with heavy duty, rot- 
resistant thread. Result? Fulton tarps offer extra 
protection... extra long life! For faster, easier tarp 
profits, feature FULTEX. 





rao 8 VISE-GRI 
——— —_- 


Prices and 
models are 
clearly 
indicated. 


Easy to 
put up. 
Fits on peg 
board or 
wall space. 











Bright 
yellow 
and black 


enepte-rent P. O. Box 1726 
Features the sales Atlanta 1, Georgia 
MUrray 8-1111 


complete : message. 4 
Vise-Grip 
- wtton 
4 | TWX: AT 24 


COTTON MILLS 





PETERSEN MFG. COMPANY 
Dept. SH-? + DeWitt, Nebraska 





CALL OR WRITE TODAY for descriptions and prices on Fuiton’s com- 
plete line of tents and tarps (Catalog #160) 
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Swing-a-way has everything you want! 


The quality you want: SWING-A-WAY is rated first in quality and value by America’s 
foremost testing laboratory. The style you want: SWING-A-WAY is as fresh as to- 
morrow... today. Dramatic, clean-line styling assures sales success. The price you want: 
SWING-A-WAY is priced right for fast turnover. It’s the worth-more product that costs 
less. The protection you want: SWING-A-WAY is backed by a 5-year guarantee that 
protects both your customers and you. Why not put these selling advantages to work ? 


« 
YOU CAN SELL MORE, MAKE MORE WITH Swin s A WAY 





TABLE ICE CRUSHER from $9.95 


PORTABLE CAN OPENER from $1.98 


PORTABLE KNIFE SHARPENER $1.98 





MAGNETIC CAN OPENER from $3.49 


STANDARD CAN OPENER from $2.49 





DELUXE 
AUTOMATIC CAN OPENER from $6.95 











WALL 
ICE CRUSHER 
from 


$7.95 





PORTABLE-PERFECT FOR 
INDOOR, OUTDOOR LIVING! 


AUTOMATIC ELECTRIC CAN OPENER AND KNIFE SHARPENER $24.95 





BUDGET 
CAN OPENER from $1.98 











SWING-A-WAY MANUFACTURING CO., 4100 BECK AVE., ST. LOUIS 16, MO. « IN CANADA: FOX AGENCIES, PORT CREDIT, ONT. 
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INDUSTRY NEWS 


Ekco Appoints Longfellow 
Regional Sales Manager 


Tom LONGFELLOW, formerly 
Atlanta-Miami-New Orleans dis- 
trict sales manager for the house- 
wares division of Ekco Products 
Co., was elevated recently to the 
new post of regional manager, ac- 
cording to J. J. Culberg, divisional 
vice-president of marketing. 

Longfellow joined Ekco as a 
sales trainee in 1951 and in 1952 
was assigned to the Charlotte, N. 
C. sales area. He has been manager 
of the Atlanta-Miami-New Orleans 
district since 1957. 


Tom Longfellow 


Longfellow will continue to 
make his headquarters in Atlanta. 
His territory will include the 
states of Georgia, North and South 
Carolina, Florida, and Eastern 
Tennessee. 

As regional manager, Long- 
fellow will have responsibility for 
all the marketing activities of both 
the Ekco-Flint and Ekco-Aiutoyre 
lines of the firm’s housewares in 
the Southeast region. 


o 


Atlas Tack Announces New 
Sales Representatives 


ATLAS Tack Corp., of Fairhaven, 
Mass., and Henderson, Ky., makes 
the following announcement in re- 
gards to its sales representation. 
Dick Jones and Willard Miller are 
now covering Tennessee, Alabama, 
and Mississippi for the C. R. Eaves 
organization, Atlas representatives 
headquartered in Chattanooga, 
Tenn. 
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CONVENTION DATES 


National Events 


National Hardware Show, October 10- 
14, Coliseum, New York City. Frank 
M. Yeager, managing director, 331 
Madison Ave., New York 17, N. Y. 


National Wholesale Hardware Assn. 
joint annual convention with the 
American Hardwere Mfrs.  Assn., 
Oct. 16-19, Atlantic City, N. J. Head- 
quarters, Dennis and Shelburne Ho- 
tels. Thomas A. Fernley, Jr.. NWHA 
managing director, 1900 Arch St., 
Philadelphia 3, Pa. Arthur L. Faubel, 
AHMA secretary, 342 Madison Ave., 
New York 17, N. Y. 


Mid-America Lawn, Garden, and Out- 
door Living trade show, November 
13-15, Navy Pier, Chicago, II. 


National Housewares Manufacturers 
Association, Winter National House- 
wares Exhibit at Exposition Hall, 
Chicago, Jan. 16-20, 1961. Dolph 
Zapfel, Secretary, 1130 Merchandise 
Mart, Chicago 54, Ill. 


Regional Events 


Beck & Gregg Hardware Co., Atlanta, 
Ga., Annual Merchandise Show at 
Atlanta’s Biltmore Hotel. September 
4-7, 


Materials Handling Clinic, September 
13-14, Ellis Auditorium, Memphis, 
Tenn. Sponsored by The Young 
Rebels of the Southern Wholesale 
Hardware Association, 806 Peachtree 
St., N. E., Atlanta, Ga. 


Sabine Supply Co., Orange, Texas. 
“Selling” show at company head- 
quarters, September 11. 


State Conventions 


Alabama, convention and_ exhibit, 
Mar. 7-9, Municipal Auditorium, 
Birmingham. Hotel Tutwiler head- 


quarters. Secretary, A. B. Hill, 2201 
Highland Ave., Suite 207, Birming- 
ham 5. 


Arkansas, convention and _ exhibit, 
Feb. 12-13, Robinson Auditorium, 
Little Rock. Marion Hotel headquar- 
ters. Executive Secretary, Tom R. 
Pinckney, 1014% Main St., Little 
Rock. 


Carolinas, convention and exhibit, 
Feb. 21-23, Radio Center, Charlotte, 
N. C. Hotel Charlotte headquarters. 
Managing Director, Martin F. Kaelke, 
412 Louise St., Charlotte 7, N. C. 


Okiahoma, convention and exhibit, 
Jan. 27-29, State Fair Grounds, Okla- 
homa City. Shirvin Hotel head- 
quarters. Office: Association Bldg., 
607 N. Dewey Ave., Oklahoma City. 


Tennessee, convention and exhibit 
Feb. 5-6, Fairgrounds Coliseum, 
Nashville. Secretary, Rufus J. Par- 
ish, P. O. Box 784, Nashville. 


Kentucky, convention and exhibit, 
Feb. 14-16, Kentucky Hotel, Louis- 
ville. Secretary, Edward H. Keiley, 
501 Republic Bldg., Louisville 2. 


Louisiana-Mississippi, convention and 
exhibit, Jan. 29-30, Heidelberg Hotel, 
Jackson. Managing Director, David 
O. Mansfield, Box 1696, Jackson, 
Miss. 


Texas, convention and exhibit, Jan. 
22-24, Statler Hilton Hotel, Dallas. 
Executive Director, R. M. Souder, 
1108 Gibraltar Life Bldg., Dallas 1. 


Tri-State, convention and _ exhibit, 
Feb. 12-13, Herring Hotel, Amarillo, 
Tex. Secretary-Manager, R. B. Allen, 
P. O. Box 269, Canyon, Tex. 


Virginia, convention and exhibit, Feb. 
5-7, Hotel Roanoke, Roanoke. Secre- 
tary, George T. Omohundro, Jr., 
Scottsville. 


West Virginia, convention and exhibit, 
Feb. 26-28, Hotel Frederick, Hunt- 
ington. Managing Director, Leonard 
Holden, P. O. Box 1005, Parkersburg. 
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." 
GENS(O 
BUSHMAN 
BOW 
SAWS 
GIVE 
YOU 


Tension Stud 
No pins to lose 


PROFABILITY 


c] 1 bj elem gele) m— 


Division of General Steel Warehouse 


1806 N. Kostner Avenue + Chicago 39, Illinois 





Write for 

complete 
catalog and 
new lower 
wholesaler 
discounts. 


LPF. offers the mest complete line of insert fittings ia 
styrene copolymers or aylen and SWP fittings in ABS 
material. Only top quality virgin materials are used ia 
LPF. fittings, yet the wholesaler pays less for these 
superior fittings from |.P.F. than from any ether source. 


As the largest independent manufacturer of plastic 
fittings, |.P.F. can ship direct te you from warehouse 
stock at prices that enable the wholesaler to make a full 
profit and still benefit his customers. 


For large or small orders, LPF. is your best fittings source. 


INDUSTRIAL 
PLASTIC 
FITTINGS 
DIVISION 


THE R & K PLASTIC INDUSTRIES CO, 

FACTORY: 3891 W. 150th St., Cleveland 11, 
Ohio 

SALES OFFICE: 11,W. Pennsylvania Ave., 
Towson 4, Maryland 





S\V/A\INIS launches a 


nationally advertised line of 


(0)[D) (RIMES wit 


this history-making offer!” 


(Offer restricted to a limited time only.) 





Evane first revolutionized the steel tape 
market 10 years ago... AVD NOW 


*INTRODUCTORY OFFER: ‘unites time only. 
7 Rule FR EE with every SIX! 


“GOLD-771P" Extension Rule 
You buy 6 only X40 (or X40F) na- 
tionally advertised at $2.50 each, 
and you get an extra one free! 


EVANS DOES IT AGAIN... 
WITH THESE WOOD 
FOLDING RULES! 


EVANS No. X40 “Gold-Tip,”’ 


Boxwood Finish Extension Rule 


EXTRA! 


GET A FREE PEG- 
DISPLAY UNIT 


EVANS No. 060 ‘'Silver-Tip,’' Snow White 
Professional Quality Folding Rule 
(Both available in inside reading) 


During the past decade EVANS made steel! 
tapes a mass market item by pijoneering 
product improvements, new packaging relate! 
merchandising made them fast-moving 
volume hardware store items 


Your total cost (per box) $10.00 
OME TY oi ncévckscndinceitnd $17.50 
BE PEE ccnccsnsnstvenes $ 7.50 
43% PROFIT! 
“SILVER-T/P” Folding Rule 


You buy 6 only 060 (or 060F) na- 
tionally advertised at $1.80 each 


PLUS 2 RULES 
FREE... BY OR- 
DERING THE IN- 
TRODUCTORY 
DOZEN! 


Display 
No. 12 
You buy 6 only 
X40 and 6 only 
060, with two free rules, one of each. 


and you get an extra one free! 
Your total cost (per box) $ 7.20 
lescapiiin ane 


And now EVANS is doing it again (Specify 12F for inside reading.) 


17 @1@) 0 2@)80)|) (em ie ae 
Never before so many features You sell for 
extra value to give-new life to folding rule YOUR PROFIT . 


cateal 43% PROFIT ! 


We acquired our own Rock Maple trees and 
designed and built our own lumber mill in ee send me SS os : 
A vontit ircle which number 
Maine. In Elizabeth, N. J. we constructed ‘. Ae men bin. NGDtes BARDS fades toad al 
1 free) @ $10.00 per box 
Va doz. box No. 060 (or O60F)Rules(and MY FIRM NAME 
1 free) @ $7.20 per box 
Introductory Display offer No. 12 (or 12F) ADDRESS 
(12 rules plus two free with display rack) cry STATE 
@ $17.20 each 


Your total cost with display $17.20 
You sell for $30.10 
YOUR PROFIT $12.90 


43% PROFIT! 


so much 


Gentlemen: 
Ship and bill through: 


and equipped the world's first factory de 
signed specifically and exclusively for the 

production of wood folding rules 

*We have made a product with all the 
pluses’ that EVANS is noted for and now 

for a limited time only we Mail this coupon to: 

EVANS RULE CO., 400 Trumbull St. © Elizabeth, N. J. 


Tame leleihirels) 
present this special introductory offer 





Here is the QUALITY LINE of 
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SPRING Fj 


EVANS EXCLUSIVE! Al! rules marked in inches 
plus feet-and-inches for quicker reading. STUD MARKS 


every 16 inches. 


EVANS EXCLUSIVE! 
Built-in graduated brass 
tips at both ends on all 
rules, for accuracy, 
protection. 


EVANS EXCLUSIVE! 
Newly developed pat- 
ented spring joints for 
absolutely rigid locking 
when open. 


EVANS EXCLUSIVE! MANUFACTURER'S REPLACE- 
In addition to the 


“FLAGS” 


at every foot. 


EXTRA HEAVY SLATS 


of quarter-sawn maple for 
long life, greater rigidity 


MENT AND REPAIR SERVICE! 
standard guarantee of materials and workmanship, 
Evans will repair their folding rules broken by misuse 
or accident for a handling charge of only 30¢. 


vt i bk py TTT TT 
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No: 060 sv.ver-77e 
FOLDING RULE 


Finest Professional Quality 
Triple-Dipped White Finist 
Nationally Advertised, $1.80 each 

Available in Regular Reading (06 


Tale Malela.<-lelellile) 
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(O60F) 


q EVANS EXCLUSIVE! Brass 


nameplate on all rules, plus full set 
of “A to Z" metallic finish initials. 
Customer con personalize his rule 
quickly . . . easily. 


ae 

EVANS EXCLUSIVE! (For X40 
and X40F models only) FREE 
vinyl holster with metal clip — 
fastens to belt, keeps rule handy. 


BRASS EXTENSION, mo- 
chine graduated with black cali- 
brations for inside measurement. 
(On X40 and X40F only) 














No. X40 ‘Gozio-7e 
EXTENSION RULE 


with RULE HOLSTER and Belt Clig 
Finest Boxwood Finist 

a Tolilelslolibaen teh 2-411 1-1: Ma ame OM Tela 

Available in Regular Reading (X4 
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Factories at Elizabeth, N. J. and Montreal, Que. 


QR VEEL Nails Now Come 
In Modern 50 Ib Cadays 


Hundred-pound nail containers have gone the way 
of old-fashioned kegs! We're no longer packing 
nails that way. Now every type, size, and finish of 
top-quality DrxisTEEL Nails come only in the handy 
50-pound Nail Caddy. It is strong, durable, and 
weather-proof. It is far more convenient and easier 
to handle — both for you and your customers. 


orver ECLALS Nas For EVER 


Here are a few of the many 


BRIGHT—GALVANIZED 
Made Only by 


ATLANTIC STEEL COMPANY «+ AT 
P. O. Box 1714 TF 


For more information use Handy Return Card, Page 71 SOUTHERN HARDWARE for September, 1960 








Southern 


HARDWARE 


SEPTEMBER 1960 


In a bid for the attention of 

shoppers in busy downtown 

Mobile, Downtown Hardware 

presents a front dazzling 

with neon signs, plus two 10° 
windows. 


By Bill Abbott 
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Defeats Downtown s Doldrums 


VERYBODY HAS heard about the 

death of Downtown U.S.A. It 
has been lingering and painful. 
The mourners are still discussing 
the contributory causes. 

“Tt killed itself,” some say, “by 
developing such progress and ex- 
pansion that it drove away busi- 
ness and people.” 

“It was strangled to death by 
traffic,” say others. Also: 

“It couldn’t keep up with the 
growth of the suburbs.” 
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“In hot weather, no woman is 
going to leave her home just to 
go downtown to fight traffic and 
fail to find what she wants.” 

“In winter—ditto.” 

“Besides, the suburban shopping 
centers are more convenient.” 
(They do not say convenient to 
whom or for what.) 

But whatever the cause, Leon 
H. Mishkin has heard them all, 
and disagrees emphatically. 

“If Downtown is dead,” he says, 
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A simple arrangement of wall displays and a 
center row of pyramidal tables make maxi- 
mum use of space for customer traffic. 





"If downtown is dead, it's the 


liveliest corpse | ever saw," Leon 


Mishkin answers the mourners. 


“it’s the liveliest corpse I ever 
saw.” 

He may be only a voice crying 
in the wilderness, or he may be 
the wisest of mid-century proph- 
ets. Only time will tell. He is 
aware that his judgment is open 
to question, but, at least, he backs 
it with his own finances and hard 
work. 

Downtown Mobile, Alabama, is 
no different from Downtown of 
most other Southern cities. Its 


narrow streets are choked with 
traffic. Parking places are at a 
premium, New industry has come 
in. Population has increased, and 
the city is growing rapidly be- 
yond its former restricted area. 
Some downtown businesses have 
closed. Others have added sub- 
urban branches. The Mobile Plan- 
ning Commission, the Chamber of 
Commerce, downtown dealers and 
other civic groups have set forth 
in short range and long range 
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Typical scene in Downtown Hardware which 
finds plenty of shoppers in downtown crea 
wanting to buy quality hardware items. 


Rural mailboxes in 
downtown location, 
year-round sales of 
mowers, 90 = solid 
feet of “hard" hard- 
ware pilus 10° in front 
window — all reveal 
the diversity of items 
offered by Down- 
town. 


programs to try to reverse the 
trend. 

Then, as now, it was this situa- 
tion into which Mishkin walked 
with eyes wide open nearly two 
years ago. A successful business 
man in other merchandising lines, 
he was looking for a new business 
and investment opportunity. 

He looked both in the city and 
the suburbs. He looked at the 
downtown stores and the shopping 
centers. 


He found what he wanted (as 
he says the city’s shoppers con- 
tinue to do) in Downtown Mobile. 

It was a three-story vacant 
building from which another busi- 
ness had fled on one of the prin- 
cipal shopping streets at the al- 
most exact geographical heart of 
downtown. Two other stores were 
vacant on the same side of the 
street in the same block. The 
street was crammed most of the 
time even with one-way traffic. 
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A window display of general hardware 
has each item price marked. The ar- 


rangement is changed often. 


No parking was allowed on his 
side of the street. 

He had chosen hardware for his 
line in an area fairly teeming with 
competition, no hardware stores 
but 10 or 15 non-hardware stores 
selling hardware items, and sell- 
ing them cheap. 

“A lot of my friends thought I 
should have my head examined,” 
Mishkin said. 

But he didn’t. He went to work. 

(Continued on page 97) 
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leisurely 
Life 





Increasing emphasis on outdoor liv- 


ing is creating new sales opportuni- 


ties for Southern hardware retailers. 


DURING 1960 more than 2% billion dollars will be 
spent by the nation’s consumers on sporting goods 
and equipment for outdoor living and recreation. 

This yen for the leisurely life has created a sales 
boom in sporting goods that can be matched by few 
other lines of products. It presents Southern -hard- 
ware retailers with a continuing opportunity for 
profit from a market that promises to expand still 
further in the decade ahead. 

High income and increased leisure time are the 
basis on which this impressive market is established. 
But the introduction of new recreational pursuits 
and improved equipment for old endeavors contin- 
ually whets the interest of sportsmen. And the dol- 
lars continue to flow in increasing volume. 

A decade ago, water skiing was only for the more 
adventurous. Today, its adherents are increasing by 
the thousands yearly. No sport has grown more 
rapidly in recent years. The same is true of skin 
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diving and archery. 

This year, retailers will take in upwards of 450 
million dollars from sales of boats and motors and 
accessories, and even more fantastic gains are as- 
sured in the future. 

Meanwhile, the market continues to grow for fire- 
arms and ammunition, fishing equipment, golf, ten- 
nis, and team games, not to mention backyard play 
things. Perhaps 50 million dollars will be spent this 
year for swing sets, wading pools, etc. 

The market—and steady profits—are there for the 
hardware dealer who actively goes after this busi- 
ness, maintaining up-to-date stocks of products most 
popular in his area, but concentrating as well on 
capitalizing on interest in the minor sports by be- 
coming headquarters for those enthusiasts. 

Following articles in this section will tell how a 
number of successful dealers have gone about doing 
just that. 





The successful dealer's greatest 


asset is the ability to create a sale 


rather than wait for a purchase. 


Six - Steps 


in Building Sales 


Guns and Ammunition 


ee more than ever, oper- 
ating a retail hardware store 
requires a combination of imagina- 
tion and aggressive merchandis- 
ing. The successful dealer’s great- 
est asset, in this combination, is 
the ability to create a sale, rather 
than wait for a purchase. This is 
particularly true in the field of 
sporting firearms and ammunition. 

There are many things that a 
retailer can do to create sales and 
thus build volume and profits with 
these products. Any dealer who 
has done well in this field is 
probably familiar with the “six 
steps to successful gun and ammu- 
nition retailing” listed below—al- 
though he may not have thought 
of them as steps or procedures. 
However, it occurred to us that it 
might be helpful to try to analyze 
these elements as a refresher for 
experienced dealers and a guide 
for new ones. 


1. Know Your Market 


A fundamental rule in selling 
is to know your market. This is 
particularly true in the case of 
sporting firearms and ammunition. 
For example, if you are located in 
an area where duck hunting is the 
most prevalent type of shooting, 
your inventory would be different 
from that of a dealer where “big 
game” is the principal target. 
Therefore, you should analyze 
your market area and make sure 
you have what your customers 
want when they want it. 


2. Know Your Customers 

In addition to knowing your 
market, you should know your 
customers, not just as faces that 
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By Gail Evans 


Director of Sales 
Remington Arms Company, Inc. 


come into your store, but as peo- 
ple. Join the local fish and game, 
sportsmen’s, trap, skeet and rifle 
clubs, and take an active part in 
their affairs. You'll find the asso- 
ciations enjoyable and you'll gain 
a better insight into the shooter’s 
world. More important, the shoot- 
ers will get to know you better 
and will appreciate your enthusi- 
asm for their chosen leisure ac- 
tivity. In addition, they will tend 
to think of you as a man who 
knows his guns and ammunition. 

What is true for you is equally 
true for employees in your sport- 
ing goods department. Greater in- 
terest, knowledge and participa- 
tion on their part leads directly to 
greater recognition and patronage 
of your store. 

By getting to know your cus- 
tomers better, you will come to 
know their needs. You'll find out 
where and what they shoot and 
hunt. From this point on, you'll 
be in a position to advise on game 
conditions and equipment needs. 


3. Know Your Product 

Knowledge of your customers 
leads right into the third point. 
The best prospect in the world can 
be lost forever by a poorly or- 
ganized presentation and a lack of 
product knowledge on the part of 
the salesman. Product knowledge, 
however, doesn’t mean just a par- 
rot-like recitation of technical de- 
tails. It must also include a knowl- 
edge of what the product can do 
for the customer. In the last analy- 
sis, there is only one reason why 
people buy—it’s because the goods 
or service involved is worth more 
to them than the money these 
things cost. 


“Worth more” doesn’t necessa- 
rily mean potential money profit; 
it may well be an intangible such 
as pleasure, as in the case of sport- 
ing firearms and ammunition. For 
example, in selling a gun to a cus- 
tomer, it’s your job to figure out 
the “plus” value for the customer 
and to convince him of it. 


4. Be “Creative” 

The dealer who sits back and 
waits for customers to come to 
him doesn’t last long these days 
as all of us know. To do an ef- 
fective job of selling firearms and 
ammunition (or any other product 
for that matter), you have to do 
some original thinking and make 
full use of every sales idea avail- 
able. 

This means aggressive merchan- 
dising, developing new customers 
and showing old customers more 
reasons to buy from you. This 
involves making effective use 
of displays; running good local 
advertisements, based on your 
knowledge of your market, your 
customers and your product; de- 
veloping local promotions and, 
above all, insuring that you and 
your sales force are alert in sell- 
ing prospects developed by the 
above activities. 

In the case of sporting firearms 
and ammunition, typical creative 
promotions, in addition to those 
described above, might include or- 
ganizing and backing activities 
such as turkey shoots, working 
with Boy Scout, PAL, or service 
club sponsored youth groups; 
maintaining up-to-date bulletin 
boards posted in prominent places 
listing hunting seasons, special 
events or new products. Try to 


SOUTHERN HARDWARE for September, 1960 


get your name associated with 
every hunting, shooting and out- 
door activity in the community 
and you'll find your gun and am- 
munition business growing all the 
time. 


5. Cater to Youth 

We touched on this briefly un- 
der point 4 but it is important 
enough to merit consideration by 
itself. That the youngsters of to- 
day are the shooters of tomorrow 
is evident to everyone. It’s equal- 
ly obvious that buying habits and 
brand preferences developed in 
youth often last a lifetime. Young- 
sters are perhaps easier to reach 
than any other group because they 
are more apt to be organized— 
through schools, Boy Scouts, PAL, 
summer camps, etc. Almost every 
town has a junior rifle club of 
some sort, but if yours doesn’t, 
why not take an active part in or- 
ganizing one? The National Rifle 
Association in Washington, D. C., 
can furnish full details on how to 
do it. Junior clubs can be orga- 
nized as part of the school athletic 
program or by any of the other 
groups mentioned above. Promot- 
ing development of and interest in 
safe, well organized junior shoot- 
ing groups is an excellent way to 
attract new business to your store. 


6. Carry a Well Balanced 
Inventory 
The old saw about “you can’t do 
business from an empty wagon” 
is never truer than in the field of 
firearms and ammunition. If you 
are out of popular loads in the 
middle of the hunting season, the 
customers you lose are often lost 
(Continued on page 102) 
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Alabama Hardware's store 
windows (top photo) fea- 
ture “open door" sporting 
geods section on two 
streets. AH customers at 
the downtown Mobile store 
must pass through sporting 
goeds department (right) 
to get to any other line. 
Sporting goods displays 
line the entrance of the 
store. 


By Bill Abbott 


LABAMA HARDWARE discovered 

by accident the sales pulling 
power of sporting goods to other 
lines in its big downtown store at 
Mobile. 

Every customer entering and 
leaving the establishment has to 
pass and see sporting goods. Every- 
one passing outside on two streets 
at the store’s busy corner is ex- 
posed to sporting goods, too. 

One cannot get to hard hard- 
ware, housewares, garden supplies 
or any other lines arrayed over a 
quarter of a city block without 


going through sporting goods. 

At the main entrance, in full 
view of intersecting streets, fish- 
ing tackle is on the right, hunting 
supplies are on the left. Around 
these are other sporting goods 
lines, with the cashier’s checkout 
counter on the inner edge of the 
circle. Persons failing to note the 
big Alabama Hardware Company 
sign outside would swear they had 
wandered into a strictly sporting 
goods store. 

In fact, sporting goods is the 30- 
year-old firm’s front door to hard- 
ware sales. 


Yet sporting goods is one of the 
smallest departments in the store, 
but it serves as a magnet to draw 
customers to itself, and to all other 
sections. Its prime display place- 

& 


this Alabama dealer's 


front door 


to hardware sales 


Picnic supplies among sporting goods are some of 
the feminine appeal items which Alabama Hard- 
ware uses to draw women's interest. 
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Women buy guns, too, just as they do 
at least half of the sporting goods sold 
at Alabama Hardware Co. in Mobile. 


ment works much like the salads 
and desserts on cafeteria lines 
which customers must pass to get 
to the meat and potatces. Sporting 
goods, salads and desserts are un- 
essential to livelihood, but people 
like and buy them, even when they 
come in for something else. 

To some merchandisers, Ala- 
bama’s emphatic display of sport- 
ing goods is illogical. They say it 
doesn’t make sense for a store 
catering largely to women to give 
feature billing to a line for men. 

That is one place where the ex- 
perts are wrong; in Mobile, any- 
way. At least half the sporting 
goods sold by Alabama Hardware 
are bought by women who do not 
use them. 

“But when you think about it, 
that isn’t strange at all,” said Sam 
Zivitz, store manager. “Look at the 
women who buy men’s clothes. 


Sam Zivitz, store manager, says sport- 
ing goods will stay at the front door 
where they can sell hardware. 


Bar bells and home exercising equip- 
ment are one of the complete sporting 
goods lines carried by the store. 


Women don’t use them either, but 
they like to have their say about 
what their men wear and use.” 
Alabama does everything pos- 
sible to bear out his theory. Among 
such masculine items as flounder 
gigs, frog gaffs, guns and fish nets, 
it has placed merchandise with 
high feminine appeal, boat cush- 
ions, ice chests, cookout equip- 
ment, picnic supplies and dog 
harness, to name a few. Women 
also are particularly attracted to 
merchandise for children and 
youths, water skis, bicycles and 
bull whips, items related to sport- 
ing goods as well as to toys. For 
that reason, boys’ baseball outfits 
are carried as sporting goods. 
“Sporting goods seem to relate 
perfectly with all our other depart- 
ments,” Zivitz said. “It is difficult 
to tell where one stops and 
another begins. It’s an easy step 
from picnic items to lawn and 
garden supplies, from vacuum 
bottles to housewares, from boat- 
ing equipment to hard hardware. 
“Sporting goods sell themselves, 
and other lines, too. There are 
reasons for that. They are the most 
advertised line in our inventory. 
They have interesting eye appeal. 
They are excellent impulse items, 
and store traffic pushers. After 
many years, I am still unable to 
say what proportion of sporting 
goods purchases are predeter- 
mined, and what proportion are 
bought on impulse or afterthought. 
Certainly, most sporting goods are 
bought in addition to, rather than 
instead of, other items. I’m trying 
to say that they are non-competi- 
tive with other lines.” 
Alabama Hardware takes the 
popular approach to_ sporting 
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Deg harness and supplies are a line 


that appeals to both men and women. 
These are found in sporting goods. 


Ropes and nets are among the fast 
moving sporting goods lines at Ala- 
bama Hardware Co. in Mobile, Ala. 


goods. It leaves professional and 
team equipment to sporting goods 
stores. 

“We handle only popular priced 
items,” Zivitz explained. “The ex- 
pensive lines are nice, but they are 
not for the casual buyer. For, ex- 
ample, we rarely see a man who 
wants a $45 fishing reel or a $200 
gun. Buyers who do wouldn’t come 
to us, anyway.” 

That is not to say, however, that 
Alabama’s fast moving lines are 
not complete; Its selections are 
extensive for hunting, fishing, 
boating, camping, water skiing, 
weight lifting and net fishing. 

“We would go in for a skin 
diving inventory, too,” Zivitz said, 
“but we don’t have the space. We 
could expand sporting goods a lot 
of ways, but there again, space is 
the problem—space and personnel. 

(Continued on page 102) 
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MARINE 
HARDWARE 


makes big sales splash 


A HARDWARE store that dives into 
marine sales with a big splash 
will get greater results than by 
By going all out in just sticking a toe in the water. 
sales of boats and ac- So says Victor Lagrange, presi- 
cessories, Owner Victor dent of Home Suppiy Co. of Lake 
Lagrange hes seen busi- Charles, Inc., in the boat-conscious 
ness volume increase a : 
full 50%. gulf coast city of Lake Charles, 
Louisiana. 

Lagrange looked to the growing 
marine market five years ago 
when he made the decision to 
eliminate his white goods depart- 
ment. In the growing interest in 
pleasure boating he thought he saw 
the birth of a coming boom and, 
being interested in boating and 
fishing himself, he decided to de- 
vote the old white goods space to 
marine goods. 

Now the department occupies a 
full third of his floor space, ac- 
counts for a third of his inventory 
and a third of his volume. In other 
words, it has meant a full 50-per- 
cent increase in business, all of it 
at a much more respectable mark- 
up than the disturbed appliance 
market had offered. 

“I think the real secret of suc- 
cess in the marine business is to go 
all the way,” says Lagrange. “A 
small effort in a marine depart- 
ment would probably never mean 
more than selling a little extra to 
the hardware traffic. But a com- 
plete department is a drawing card 
in itself and creates an entirely 
new and different crowd of cus- 
tomers. These become hardware 
customers, too, just as the old 
hardware customers drift over to 


Looking towards the front of the department, a customer sees boats the marine department and become 


fully rigged for package sales. Up front are two pleasure boats, while marine customers. So in addition 
at rear is a fishing rig. Note accessories along wall at right. to adding a good new department, 
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By Patrick J. Galvin 





Home Supply's boat department, top right, is well-labeled from street, 
occupies former white goods area. Customers entering hardware de- 
partment see this view of the marine department at left. 


we get the benefit of two-way 
traffic flow.” 

In going all the way, Lagrange 
devoted the entire appliance wing 
of the building to boats, motors, 
boating accessories and marine 
hardware. The firm always had 
had a creditable marine depart- 
ment, but with the addition of the 
new department, hardware was 
greatly expanded both in breadth 
and depth and became a prominent 
part of the display. On display, it 
could sell far more than before 
when its space was limited. 

On this wing of the building he 
put big block letters reading 
“BOATS” and, on the lawn of his 
corner location, boats went out on 
display each spring along with the 
power mowers and other seasonal 
attractions. Lagrange ordinarily 
displayed one complete fishing rig 
out here, complete with trailer, and 


one pleasure outboard, also fully 
equipped. 

The outside door to the wing 
which once had admitted custo- 
mers direct to the appliance de- 
partment, was closed by display 
on.the inside. Customers now must 
enter the center doors of the build- 
ing, where they are exposed to the 
hardware display. Looking to their 
left as they enter, they see the 
large entryway to the marine de- 
partment. In going that way, they 
pass the glass cases which contain 
boat speedometers and other such 
instruments which are sensitive 
and must be kept away from 
children. 

Once in the department, the cus- 
tomer sees as fine a display as can 
be found in this part of the state. 
The entire far wall carries hard- 
ware and accessories, al] mounted 
on pegboard for good display and 
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Small island displays are used to ad- 

vantage. This one displays trailer 

hitches, a general hardware item that 

gees well in the marine department 
where trailers are sold. 


well lighted. The pegboard wall, 
about 50 feet long, carries a hard- 
ware and accessory inventory of 
about $8,000, but is supplemented 
by still more in small island dis- 
plays in mid-floor and on the 
other wall. 

Sales area here is about 25 x 50, 
so there is not a lot of space for 
displaying complete boating rigs. 
Lagrange keeps two or three on 
the floor, which still allows some 
Walking space. 

“We try to sell them complete,” 
he says. “Boating accessories are 
good business with good markup. 
They sell well by themselves to 

(Continued on page 104) 


57 





First Year 


Tackle Volume 


By Ruel McDaniel 


| \ 


In this store's fully-stocked tackle department a customer looks over 

the selection of reels displayed in this covered case. Manager Tom 

Campbell, in background, waits to serve customer when he selects reels 
he wishes to examine. Fullness of stock has been key to sales. 


$75,000 


oe THE MOsT of fishing 
tackle in the hardware store 
without investing sufficient in it 
to give the customer anything he 
needs in tackle is about as impos- 
sible as wading in the surf and 
keeping one foot dry, according to 
the experience of Roberts Hard- 
ware & Appliance Sales, Inc., Cor- 
pus Christi, Texas. 

The company is headed by El- 
bert Roberts, who, for 12 years, 
was with Cage Hardware & Im- 
plement Co. until he purchased 
the Cage hardware stock early in 
1959 and transformed the store 
into a diversified hardware es- 
tablishment. 

One of the first things Elbert 
Roberts did was to contact Tom 
Campbell, veteran merchant and 
tackle man, and induce him to 
come in as manager of the pro- 
posed tackle department. The 
Cage store had only a shirt-tail 
full of tackle and as a consequence 
the location had no following from 
sportsmen. It was a matter of 
laying out the department, orga- 
nizing it and buying a sufficient 
stock to create attention. 

“We were confronted with a 
serious buying and merchandising 
situation from the start,” Mr. Rob- 
erts explains. “We found that a 
lot of sportsmen were buying 
from friends at what they termed 
‘wholesale’, and to our disappoint- 
ment, we found that some of them 
were buying tackle at about the 
same prices we were paying for 
_ 

Consequently Mr. Roberts and 
Mr. Campbell recognized the fact 
that if they were to be in the 
tackle business, they must be in it 
deep enough to justify buying in 
quantities sufficient to earn prices 
low enough to compete with so- 
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Stock turns 
four times annually 


STOVE Soup 


IEPAIRS 


called “wholesale” outlets which 
were selling to some of the com- 
pany’s logical customers. 

“And if there is any key to the 
rapid growth of our tackle busi- 
ness,” Mr. Roberts says, “that is 
Age 

For example, a regional whole- 

saler with a special deal dumped 
a tremendous number of popular- 
priced reels in the Corpus Christi 
market. Nearly everybody who 
handled sporting goods was ad- 
vertising reels at sizable discounts. 
Mr. Campbell looked around, 
found a batch of reels of similar 
quality to those being pushed by 
others, and by taking a large 
quantity got them at a price which 
enabled the company to undersell 
the others and still make a satis- 
factory mark-up. 

By watching the market, know- Picture at top shows the effective arrangement of display fixtures 
ing the sources of supply and dar- along wall. Upper left: Campbell explains to two prospects how a 
. : a c ent. r ° am 
Cie was rips, The Saparynens no- my age ng Bey = BP 


tually turned an adverse situation them. Most important of all, excellent display is the most important 
(Continued on page 106) factor in maintaining sales reaching $75,000 annually. 
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ament, Bend, Oregon. Young and 
old alike compete for honors in 


T & ; this week long event that draws 
AMENT! well over 1,000 participants an- 

nually. At left are prize winners in 

sla the 1960 International Archery 
BE STe Mua MENFREE 2 CT, Tournament at Grayling, Mich. A 


= oe 


L 
a 


“Tt IWJN ‘NVI travis“ 1959 National Field Archery Tourn- 
ARC 7 INVITATIONAL >> 3 


Kg 


/ DUBO 

C.ROBERSON 

A CLARK By Walter Maupin 
UND MEN 

Bowe Sales Manager 

SM MAHON Ben Pearson, Inc. 

F LORANGER 


A o 


2 Is a sport that has en- 
joyed a tremendous increase 
in popularity in recent years. This 
rapid growth is due primarily to 
the interest in bow hunting. The 
thrilling challenge offered by this 
sport has attracted new archers 
by the thousands. Consequently, 
the sales of archery and bow 
hunting equipment are at an all- 
time high and the prospects for 
the future are even more promis- 
ing. A golden opportunity awaits 
those dealers who stock a repre- 
sentative line of archery equip- 


ment. 

Archery has an advantage, so 
to speak, over most of the other 
sports due to the fact that it is 
not seasonal. Too, it is not re- 
strictive on the age or sex of its 
participants . . . archery’s fun for 
everyone. In the fall and winter, 
bow hunting seasons are open over 
the country. In the spring and 
summer, target and field archery 
are to the fore with such thrilling 
diversions as bow fishing and 
archery golf for those who have 
the facilities. 

To sustain a year-’round interest 
in archery, more and more arch- 
ery clubs are being formed 
throughout the country. Bow 
hunts and tournaments have be- 
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This extensively stocked archery department would fulfill the needs of most enthusiasts. 
For the hardware dealer who wishes to capitalize on this sport an initial stock order 
of from $125 to $450 will get him into this business. 


come important club activities not 
only for the enjoyment of its 
members but also as a means to 
attract new members. As of 1959, 
it was estimated that there were 
approximately 5,000,000 archers in 
the country with the number of 
clubs numbering in the thousands. 

From the dealer’s standpoint, it 
is wise business to cater to the 
clubs in his area. Some dealers 
have been instrumental in organ- 
izing clubs themselves, which of 
course reflects greater sales later 
on from club purchases. 

A primary requisite for any 
dealer desirous of handling a line 
of archery equipment is to have a 
fairly good knowledge of how to 
measure and fit the equipment to 
the customer. Plus, of course, a 
knowledge of the equipment itself. 
Fitting the equipment to the cus- 
tomer is not a complicated pro- 


cedure as some may imagine, but 
is relatively simple once the 
process is understood. 

The first step in fitting the 
equipment is to determine the 
correct arrow length for the indi- 
vidual’s length of draw. This is 
done by simply placing the end of 
a yardstick in the center of the 
chest (on the center breast bone) 
and then having the individual to 
extend his arms forward, palms 
of the hands inward. Where the 
finger tips touch on the yardstick 
is the correct measurement for 
arrow length. 

The next step in fitting the 
equipment is to select the proper 
bow length. Bow length is deter- 
mined, to some extent, by arrow 
length. However, bow length can 
vary depending on the type mate- 
rials used to construct the bow. 
For instance, a bow of fiber glass 


construction can be up to six 
inches shorter than a bow of wood 
construction. Although an im- 
portant factor in selecting archery 
equipment, bow length offers a 
great deal more leeway than 
when choosing arrow length. Sug- 


gested bow lengths as follows: 


Arrow Wood Fiber Glass and 
Length Bows Custom Lami- 
nated Bows 


20” 4’ 4’ 
22”-24” 4’6”-5’ 4’-5’ 
24”-26” 5’-5’6” 4’6”-5'6” 
26”-27” 56” 5’-5’6” 
27”-28” 5’6” 5’-5’9” 
28”-30” 56” 5’2”-5’9” 
When fitting a bow to a cus- 
tomer a most important point is 
to make certain that he has the 
correct bow weight. Of the two, 
bow weight is far more important 
than bow length. Most beginners 
are inclined to “over bow” them- 
(Continued on page 107) 


$30,000,000 will be spent in 1960 
on this fast-growing sport. 
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Salesman U. R. Hellman, 
left, talks about the four- 
way price tag with a cus- 
tomer. There is no secrecy 
about the four prices. 


OUIS HENNE Co., New Braun- 
fels, Texas, has been in the 
hardware business 103 years, and 
during most of that time it has 
sold guns and ammunition. Yet 
in spite of the company’s long his- 
tory and gun merchandising and 
the growing competition from 
non-hardware and non-sporting 
goods store outlets, the company 
has experienced an increase in 
the sale of guns and ammunition 
each year for the past four years. 
Volume has increased approxi- 
mately 50 percent during that pe- 
riod, says C. W. Henne, store 
manager. 
“Basically, I think the reason 
° we have been able to increase 
Volume up 50% ”o © volume in recent years,” Henne 
explains, “is that we have learned 
to live with competition as it is, 
instead of fretting about cut prices 


’ 9? 


and recalling the ‘good old days’. 


New Braunfels is only 30 miles 
Our= a from San Antonio and 45 miles 
from Austin. Newspapers from 


both cities circulate heavily in the 

community. And in both cities, 

liquor stores have made such in- 

hd roads on the legitimate sporting 
rice a S goods dealers’ gun and ammuni- 
tion business that many long-es- 

tablished sporting goods depart- 

ments of hardware stores and 

sporting goods stores have stead- 

ily lost gun and ammunition 


z 
volume. 
a J actor “To give an idea of what we are 
up against in selling guns,” Henne 


declares, “last fall a liquor store 
chain in San Antonio advertised a 
reliable brand-name rifle, which 
. we have stocked for years, at 
in ur a $57.95. This rifle cost us $59.00.” 
And yet in spite of such com- 
petition, the Henne sporting goods 
department sold several of the 
guns at a considerably higher 
price than that advertised liber- 
ally in San Antonio papers. 
“Four or five years ago,” Mr. 
Henne explains, “we devoted 
some serious thought and study to 
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By tailoring time purchases to the needs of customers and by emphasizing the availability 
of service on firearms, this company has been able to compete effectively for arms 


our gun and ammunition lines. 
We felt that we had reached the 
point where we had better do one 
of two things: Either go out of the 
gun and ammunition business or 
learn to live with this growing 
liquor store and service station 
competition. We concluded that 
we would stay in the gun business 
and learn to operate on less mark- 
up than we had become accus- 
tomed to making.” 

The company has done two dis- 
tinct things that have helped to 
reverse the trend in gun sales and 
to continue to make a profit in 
spite of growing outside competi- 
tion. These two things are: 

(1) Place more emphasis on 
servicing the gun that it sells. 

(2) Set up a price structure 
that has done at least something 
to knock some of the props from 
under competition. 

Of the two factors, the latter 
has had the most spectacular re- 


and ammunition business. 


sults, Henne declares. Under this 
plan, each gun, except small rifles, 
carries a tag which gives four dif- 
ferent prices for the same gun. 
Henne hastens to explain, how- 
ever, that this pricing system is in 
effect only during about four 
months of the better gun-selling 
season. During the remainder of 
the year, the department goes 
back to the one-price tag on guns. 


Difference in Prices 


The first price on the gun tag 
is the amount the gun may be 
purchased for with cash at once, 
not a few days hence. This cash 
price represents a mark-up of 
only 10 to 15 percent, and it still 
is higher than prices for the same 
guns in the nearby liquor stores, 
Henne explains. 

“But,” he says, “the low mark- 
up for cash over-the-counter 
weakens the appeal of city com- 


petition. Then we talk service and 
further appeal to the customer’s 
reason for paying us a little more 
than he would pay if he went to 
one of the city liquor stores.” 

He points up the fact that non- 
sporting goods stores which carry 
guns and ammunition as leaders 
not only demand cash with the 
purchase but provide no service in 
case something should go wrong 
with the gun. 

The second price on the four- 
way tag is the amount the gun 
sells for on a regular 30-day ba- 
sis. Even though the customer 
may pay a part of the price at the 
time he purchases the gun, he still 
is subject to the 30-day open ac- 
count price, which is increased to 
regular list price. 

The third price is based on an 
installment pay plan under which 
the customer pays for his gun over 
a period of six months. This price 

(Continued on page 110) 


This pioneer Texas hardware store has in- 


creased gun and ammunition volume in the 


face of growing, cut-price competition. 
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By S. W. Ellis 


one WESTERN wear for rodeo 
performers and riding clubs be 
classified as sporting goods? Or, 
in a store that departmentizes its 
10,000-plus items, should roping- 
and-riding items go along with 
farm supplies? The happy answer 
has helped Matthews Hardware 
Co., Pine Bluff, Ark., to add $8,000 
annually to volume with the new 
department. 

Western wear and accessories, 


Western Wear Duds 
Boost Sporting Goods Sales 
$8,000 Annually 


declares W. L. Matthews, are 
sporting goods with colorful pro- 
motion potential. Much of this 
merchandise is used also by the 
stock-raiser and the farmer. 

To double the sales appeal of 
these items in the new depart- 
ment, “The Corral” was set up 
just beyond a well-lighted side 
entrance of the store, next to a 
well-stocked farm supplies de- 
partment. The salesman in charge 
of farm supplies also has charge of 
The Corral. He is well-trained to 
supply the needs of rodeo riders 
and hobbyist horsemen. From the 
same department he sells every- 
day supplies to the stock farmer 
and the cotton planter. 

In The Corral, sombreros, riding 
boots, rodeo shirts, harness, sad- 
dles, spurs, and accessories are 
shown picturesquely behind a 
rough-bark “gate,” topped by a 
pair of long horns. These items 
are given the same colorful pro- 
motional treatment that is accord- 
ed all items in the large sporting 
goods department at the front of 
the store. Bill Matthews, son of 
the founder, does the buying for 
all sporting goods, including west- 
ern wear. When he plans sporting 
goods advertising, he plays up 
seasonal items from The Corral. 
And when he promotes farm sup- 


Through this rustic ranch “gate” cus- 
tomers first see the store's well- 
stocked western wear department. 
This type of popul merchandise is 
given same promotional treatment as 
major lines of sporting goods. 
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FOR MEN — WOMEN — BOYS — GIRLS 


DON’T MISS SEEIN’ 


the Covral 


HARDWARE Co. 
114 East 4th Ave. x Pine Bluff, Ark. 


BOOTS—Justine & Acme, SADDLES, BRIDLES, SPURS 
SHIRTS, PANTS, CHAPS, ROPES, HALTERS, ETC. 














® Western Wear — Ranch Supplies @ 
~~ 


Envelope stuffer, above, effectively calls attention to the 

unusual section. Other lines, such as athletic equipment, right, 

account for important annual sales for company. Broad brimmed 

sombreros and roping and riding supplies, lower right, are 
real sales builders for this store. 


plies, he includes riding-and-rop- 
ing items from The Corral. 
Farmers and stock raisers are 
not allowed to forget that most of 
the items in The Corral are useful 
as well as colorful. Now, after 
only eighteen months of operation, 
the new western wear department 
is proving that it is helping to de- 
velop skilled roping and riding 
among the younger farmers. The 
sons and daughters of old custom- 
ers are becoming skilled in exhi- 
bition riding and roping. That 
means they are customers for rid- 
ing boots selling at $35.00 and for 
the handsome saddles priced at 
$150.00, shown in The Corral. 
Before Bill Matthews installed 
the western wear department, he 
toured many southwestern towns 
to learn how hardware dealers 
make western supplies pay. One 
of the outstanding truths he 
learned was that even when the 
dealer is located in an area where 
there are several rodeos a year, 
riding clubs, stables, and horse 


shows, promoticn is needed to 
make the western wear depart- 
ment pay fast profits. 

Inventory in The Corral is rath- 
er high for a department occu- 
pying compact display space. It 
averages $5,000. The high inven- 
tory is necessary because most of 
the items are priced from $10.00 
to $150.00. And some of the items 
are seasonal. The straw sombre- 
ros, sold in the warm months, are 
priced at $10.00. The fancy felt 
sombreros, bought especially by 
rodeo performers, have price tags 
to $35.00. 

One of the attractive spots in 
The Corral is the leathercraft 
display, showing leather laces, 
thongs, washers, patches, rein- 
forcements, shoe repairs, suitcase 
tags, and many other parts for re- 
pairs and creative work in leather. 

The pegboard display of spurs, 
rowels, bridle bits, etc. also attracts 
customers who ride for pleasure 
and profit. 

(Continued on page 92) 
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In the sporting goods 
department, an en- 
tire wall is covered 
with trophies, giving 
the section the 
special flair that ap- 
peals to sportsmen. 





Athletic goods attract sports-minded 
boys, but bulk of sales are to school 
athletic departments. 


Sales to Little Leagues account for 
75% of baseball equipment sold. 


Selling 


Athletic Supplies 
in the 


Small-town Store 


Salesman Joe Kinney and Owner G. 
R. Morgan check golf equipment. 


ee contact is the most 
important factor in selling 
athletic equipment,” according to 
George Morgan, owner of Morgan 
Hardware Co., Rockmart, Georgia. 
Founded in 1902 by Ed Morgan, 
the present owner’s father, the 
store for 77 years has been a ma- 
jor source of supply of all hard- 
ware lines for this little town of 
4,500 and the surrounding trade 
territory. 

“While I am not making a for- 
tune in sporting goods, I find it a 
profitable line. It helps to replace 
lost volume in obsolete farm 
equipment,” he pointed out. 

Football is the number one 
sports attraction in Rockmart, and 
Morgan capitalizes on its popular- 
ity to bring in business. The Yel- 
low Jackets were state champions 
in 1950, North Georgia champions 
in °53 and ’57, and regional cham- 
pions in eight of the last 10 years. 

“Football equipment is a highly 
competitive business,” Morgan 
said, “but I get my share.” In fact, 
about 50% of our sporting goods 
volume is derived from this sport 
alone. I have an over-the-counter 
sales averaging 40% mark-up, and 
an institutional price averaging 
25%. 

“I try to build good will from 
the top to the bottom,” he went 
on. “In the middle of August be- 
fore fall football training begins, 
I go to see the coaches of the high 
school football teams—varsity, B- 
teams, and midgets—and get a 
line-up on their needs. Our high 
school coaches are civic-minded 
and want to swing as much busi- 

(Continued on page 112) 
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Yale “80°... priced under *3.00 


VALE" HTLATCH 


All the features of the rugged Yale “80” dressed in a modern, smoothlined design that sells on sight. Packaged in its 
own “salesman” —an eye-catching display shelf-box with latch in transparent plastic bag. Five-pin tumbier keying — 
operated outside by key—inside by knob. Latchbolt can be held back by stop. Same cylinder and screw hole locations 


make the new “85” interchangeable with the Yale “80” 
Contact your jobber or write The Yale & Towne Manufacturing M46 Mam od & TO WNE 
Company, Lock & Hardware Division, White Plains, N. Y. 


VALE—REG. U. 6. PAT. OFF. 
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‘Older hands put me on the 


“After representing a hardware distributor for 
several years, I decided to get into the retail 
end of the business. Naturally, I had a lot to 
learn, so I turned to older hands for advice. 


“I was surprised to learn that these experienced 
hardware men had a definite preference in win- 
dow glass. They advised me to stock L-O-F. 
They spoke highly of its uniform quality, and 


pointed out that L-O-F is the easiest cutting 
window glass on the market. They said it was 
less brittle, too. And that it’s the best known 
label on window glass. 


“So, of course, I took their advice. Now I’m 
finding out there’s still another advantage—the 
wonderful service and merchandising help my 
L-O-F Distributor gives me.” 


SELLING AIDS FOR THE FALL SELLING SEASON 


Order from your L‘O’F Glass Distributor (listed under ‘‘Glass” in the Yellow Pages). 


WG-23 Do-it-yourself stuffer tells custom- 
ers how to replace window glass, and 
how it is made. Attractive. Two colors. 


WG-2 Press-sure-seal® envelope for enclos- 
ing small items such as glazing points, 
etc., sold across the counter. Size 5” x 3”. 


WG-54 Window glass-rack sign made of 
lightweight aluminum, with bright red, 
blue and white colors. Size 24” x 6”. 


WG-49 Colorful sign with Kleenstik, top 
and bottom, for easy —— on 
window or door. 17” x 22”. 


WG-20B Booklet for dealers about window 
glass; ways to stock and merchandise it. 
Contains glass-rack designs. 16 pages. 


WG-24 Decalcomania (red, white and 
blue) for store window or door. Size 
10” x 5%’ 


LIBBEY*OWENS:FORD WINDOW GLASS 


The glass that cuts easier, snaps clean 


TOLEDO 1, OHIO 


For more information use Handy Return Card, Page 71 
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right path!" 


says Arvid D. Nord, dr. 


Laurel Hardware, iInc., Brunswick, Ohio 





SOUTHERN HARDWARE for September, 1960 For more information use Handy Return Card, Page 71 
‘ 





CATALOGS & BULLETINS 


SERBEES SERRE CREE ESS PERE RE RR RES CER RRE RRR EE PURER RE REE EE BERR RRE EERE S ROR 


Available free to readers. Write in the numbers 
of items wanted on the return post card, page 71 


100 Moisture Absorbent. A tech- 
nical bulletin, Form H-I-D, descrip- 
tive of Hum-I-Dri moisture absorb- 
ent advises that Hum-I-Dri is suit- 
able for many industrial uses, par- 
ticularly in storage rooms and tool 
rooms. Recommended for applications 
in industries where steam and mois- 
ture are continuously present. It also 
permits employment of basement 
space that is otherwise too damp for 
efficient operations. Speco, Inc., 7308 
Associate Ave., Cleveland 9, Ohio. 


102 Lawn and Weed Mowers. An 
8-page color catalog with descriptions 
and pictures of its line of 14 models 
of rotary lawn, weed, and riding 
mowers in sizes from 20” to 36” plus 
the care of 4-cycle gasoline engines 
is offered. Schissel Manufacturing 
Co., Cherokee, Iowa. 


104 Industrial Hardware and Wire 
Rope Fittings. Catalog #59 presents 
the Diamond Brand line of industrial 
hardware and wire rove fittings. The 
color catalog is indexed and contains 
specifications and illustrations of the 
items. Individual brochures on each 
of the items also available. Edward 
W. Daniel Co., 4049 St. Clair Ave., 
Cleveland 3, Ohio. 


106 Gun Equipment. The “Prod- 
ucts for Shooters” catalog aids in 
the merchandising of metallic sights, 
scopes, shotgun chokes, and reload- 
ing equipment. Contains quick-refer- 
ence chart on metallic sights com- 
binations; also tables showing steps 
followed in reloading operations. 
Lyman Gun Sight Corp., Middle- 
field, Conn. 


107 Plastic Pipe. Descriptive sales 
brochures on different types of plas- 
tic pipe are available for dealer’s 
sales people, as well as customer 


70 


prospects. Southwestern Plastic Pipe 
Co., Box 117, Mineral Wells, Texas. 


109 Fly Lines. A pocket-size fold- 
er includes specification charts show- 
ing line diameters and length detail 
for all standard types of level and 
tapered fly lines. Primarily for enclo- 
sure in each of its individual fly line 
boxes, reasonable quantities avail- 
able for in-store use. Sunset Fishing 
Lines, Petaluma, Calif. 


110 Striking Tools. Catalog A- 
5960, 842” x 11”, punched to fit bind- 
er, pictures and describes the full 
line of Kelly axes and adzes, ham- 
mers and hatchets, and heavy goods. 
Information included on basic stock 
hammer program “5 Is All You 
Need.” True Temper Corp., 1623 Eu- 
clid Ave., Cleveland 15, Ohio. 


1ll Store Fixtures. Drawings and 
photos of gondolas, wall sections, and 
fixture accessories with specifications 
and prices appear in a colorful 17” x 
22” brochure printed both sides. M 
and D Store Fixtures, Inc., 6 North 
Michigan Ave., Chicago 3, Il. 


112 Fiber Roof Coating. A folder 
entitled “The Easy and Low Cost 
Way to Repair and Renew Roofs” 
covers the uses of Gardner asphalt- 
asbestos roof coating. Gardner As- 
phalt Products, P. O. Box 5776, Tam- 
pa, Fla. 


113 Sprayers and Dusters. Catalog 
No. 59, in color, presents the compa- 
ny’s line of sprayers and dusters for 
the home, farm, and industry. Com- 
plete descriptions, specifications, and 
illustrations are carried, as well as 
actual photographs of the items in 
use. Space is devoted also to the 
Chapin line of accessories. R. E. 


Chapin Manufacturing Works, Inc., 
Batavia, N. Y. 


114 Masonry Anchors. Two alu- 
minum masonry anchors, the Dia- 
mond Hammer Drive and the Fur-N- 
Strip, are described in the two-page, 
two-color bulletin #4058, which pro- 
vides six photographs and two cut- 
away line drawings. A detailed spec- 
ification chart is included in the bul- 
letin. Diamond Expansion Bolt Co., 
Inc., Garwood, N. J. 


117 Masonry Line. A_ two-color 
catalog that describes and illustrates 
a full line of masonry and hollow 
wall fasteners, pole line hardware 
and masonry drills is available. Spe- 
cifications, packaging information, 
and dealer prices for each item are 
included in the 40-page, pocket-size 
booklet. Diamond Expansion Bolt Co., 
Garwood, N. J. 


120 Store Fixtures. The Chal- 
lenger line of steel] and wood store 
fixtures is illustrated in a 52-page 
catalog. Portions of the catalog are 
in full color and several pages depict 
these completely flexible fixtures 
fully merchandised in stores. When 
requested, M & D’s professional store 
planning service is available, in all 
areas, without charge. M. & D. Store 
Fixtures, Inc., Chicago 3, Il. 


121 Garden Chemicals. “How to 
Make More Profits on Garden Chem. 
icals” is the theme of a 16-page sales 
brochure. It contains suggestions for 
increasing sales of spray materials 
and describes and illustrates the im- 
portant features of Hayes garden 
hose sprayers. Hayes Spray Gun Co., 
98 N. San Gabriel Blvd., Pasadena, 
Calif. 

(Continued on page 76) 
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INFORMATION CENTER 


BOOKLETS ©@ NEW PRODUCTS © ADVERTISEMENTS 


Help yourself to free literature 
and more details on any prod- 
ucts or sales aids mentioned in 
this issue. 


Instead of writing a dozen different manufacturers for free 
literature and more information on new products, and sales 
aids, just insert in the appropriate space provided on one of 
these postage-free cards the key numbers of the items in which 
you are interested, and drop the card in the nearest mail box. 

Use the cards also to get details on any advertisement— 
just insert the name of the company and page number in the 
space provided. 


Southern Hardware pays the postage! 


Send information on these SALES AIDS and/or NEW PRODUCTS (fll in key numbers): 





These cards 
can help 
you get 
valuable 

information 


Postage 


Will be Paid r 
if Mailed 


in the 
United States 


LY CARD 


%, PL. & R., ATLANTA, GA. 


Southern Hardware 


Will be Paid 
by 


BU INE SS REPLY CARD 


CLASS 


ban, . 4.9, PL aR, ATLANTA, GA. 


Southern Hardware 


806 PEACHTREE ST, 0. E 
ATLANTA 8, GEORGIA 





AMES SHOVELS STRONGER 


DOUBLE-TAPER FORGING... 


puts more steel 
where it counts 


AMES SHOVELS MAKE 
SHOVELING EASIER 


BLADE IS 
UNCONDITIONALLY 
GUARANTEED 


HERE’S THE DIFFERENCE 


Ames shovels are tapered TWO ways. Not just from back to point, 
but also from center to side. Ames alone puts more steel where it 
counts. This Double Taper Forging makes Ames blades stronger. Blade 
unconditionally guaranteed. 


Sell and Profit with Ames 


. pot SR 


O. AMES CO. PARKERSBURG, WEST VIRGINIA 


: SHOVELS 
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The best name in shooting 


O 
KA OLIN MATHIESON - WINCHESTER-WESTERN DIVISION » NEW HAVEN 4, CONN. 
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E: any Winchester into a 
customer’s hands and your 
sale is half made. 


+ « «If he’s already a shooter he knows he’s 
holding the finest gun made; there only re- 
mains to determine the action, caliber or 
gauge he prefers... 


« « « Ifhe’s a beginner, he automatically rec- 
ognizes the name Winchester as a house- 
hold word synonymous with quality ... 


«++ If he is a buyer of quality, he will 
instantly recognize the superiority of 
Winchester and you need say nothing .. . 


« « If it’s a bargain he wants, what greater 
value is there than the better balance, bet- 
ter materials, better appearance and life- 
time of trouble-free pleasure built into 
every Winchester? 


WIN CHES TER ® Remember: when you sell quality your store 


not only makes money, it makes friends. 


Scan emerson - encesresecstthn Sn + AEs WUD 4 comee 


indicate your choice of full color 25” x 36” 
Winchester and Western charts. 

() WINCHESTER FIREARMS CHART. 
(WINCHESTER AMMUNITION CHART. 
(CO WESTERN AMMUNITION CHART. 


NAME 





STREET. 
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122 Decorative Hardware. Full 
color, 20-page No. 214 catalog illus- 
trates full line of matched pulls, 
knobs, hinges, and catches by Ame- 
rock. Cabinet hardware for use in 
every room in the house is shown 
and described. Amerock Corp., Rock- 
ford, Ill. 


123. Primer and Sealer. The vari- 
ous qualities of XIM Flash Bond are 
described in an available catalog and 
tips on better painting procedures 
are given. Tells what to do in case 
of “fogging”, “orange peel,” or 
“wrinkling.” H. Forsberg Co., 5103 
Lakeside Ave., Cleveland 14, Ohio. 


124 Outdoor Products. “Outdoor 
fun begins with Coleman” is the title 
of a 20-page illustrated 1960 product 
catalog. The catalog describes the 
full line of Coleman gasoline, kero- 
sene and LP-gas lanterns, folding 
camp stoves, picnic stoves, and utility 
heaters; portable food and beverage 
coolers; camp and picnic tables and 
stools; folding ovens and accessories. 
A four-page color section presents 
the manufacturer’s line of Snowlite 
picnic jugs. The Coleman Co., Inc., 
Wichita 1, Kan. 


125 Jet Pumps. A simplified cata- 
log of Rapidayton jet pumps is avail- 
able. It features three “key” series of 
completely packaged water systems. 
A selection chart makes it easy to 
recommend the proper pump for any 
well, 0 to 140 feet. The Tait Manu- 
facturing Co., 500 Webster St., Day- 
ton 1, Ohio. 


128 Project Book. Twenty-five 
do-it-yourself wood-working projects 
have been made up in loose-leaf 
manual form with a cover and are 
being offered to home workshop en- 
thusiasts. Each wood - working plan 
is blueprinted thoroughly on a self- 
contained sheet. Rogers Isinglass & 
Glue Co., Gloucester, Mass. 


130 Fusible Links. Folder F-184 
illustrates and describes the com- 
plete R-W line of fusible links for 
fire doors, windows, and many oth- 
er purposes. Richards-Wilcox Manu- 
facturing Co., Aurora, III. 


131 Hardware Chain. An _ illus- 
trated folder describes the complete 
line of ACCO chains for a multitude 
of domestic and industrial require- 
ments. The 16-page folder, DH- 
176-B, contains data on construc- 
tion features, applications, packaging, 
weights and other general informa- 
tion. American Chain Division, 
American Chain & Cable Co., Inc., 
York, Pa. 


133 Display Ideas. A Rubbermaid 
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display booklet illustrates and de- 
scribes a variety of display methods 
for all size stores. Rubbermaid, Inc., 
Wooster, Ohio. 


134 Chains. A catalog page-price 
list features Blue Temper packaged 
chain and the No. B/T 1 Merchan- 
diser. Blue Temper individual pack- 
ages and the merchandiser are illus- 
trated on the 2-color sheet. Selling 
features are given and suggested re- 
sale and dealer costs figures sup- 
plied. The reverse side of the over- 
sized sheet illustrates Measure-Mark 
chain in all four grades. Again resale 
and cost figures are supplied with 
specifications and uses for each 
grade. Campbell Chain Co., York, Pa. 


135 Chains and Chain Assemblies. 
A 32-page illustrated catalog of all 
types of chains, welded and weldless 
chains, chain assemblies, chain spe- 
cialties and wagon and truck hard- 
ware is now available. Also, dealers 
may secure an 8-inch high decal for 
inside or outside display stating 
“We Sell Chain.” Nixdorff-Krein 
Manufacturing Co., 916 Howard St., 
St. Louis 6, Mo. 


136 Water Appliance Promotions. 
An 8-page catalog, No. 807, of adver- 
tising and sales promotion aids is 
offered wholesalers and retailers of 
water appliances. The catalog tells 
how and when to use these items 
most effectively. The Tait Manufac- 
turing Co., 500 Webster St., Dayton 
1, Ohio. 


137. Marine Line. A full-color cat- 
alog presents the complete line of 
Aqua-Float marine safety products. 
The catalog shows newest Aqua- 
Float packaging, Aqua-Float mer- 
chandising aids and display materi- 
als. A special order blank is availa- 
ble for obtaining these aids. Style- 
Crafters, Inc., Greenville, S. C. 


139 Sprayers and Dusters. This 
catalog covers the company’s com- 
plete line of hand, continuous, com- 
pressed air knap-sack, bucket, wheel- 
barrow and barrel sprayers. The 
catalog also covers hand and crank 


powder insecticide dusters. D. B. 
Smith & Co., 428 Main St., Utica, 
N. Y. 


140 Power Tools. The following 
catalogs describing and illustrating 
the company’s complete line of tools 
are available upon request: ET 157, 
Portable Electric Tools; CS _ 157, 
Chain Saws; AT 1457, Air Tools; and 
CI 1657, Contractor and Industrial 
Tools. Remington Arms Co., Inc., 
Bridgeport 2, Conn. 


141 Tools and Machines. More 
than 150 hand tools and electric ma- 
chines are described in a catalog now 
being offered as Number 23 in the 
Red Devil Library. Also described are 
the company’s lines of floor and 
paint conditioning machines. Photos 
of merchandising aids, and illustra- 
ted hints on the use of many of the 
tools are included. Red Devil Tools, 
Box 355, Union, N. J. 


142 Steel Sandpaper. An all-steel 
sandpaper, Dragon-Skin, is described 
and illustrated in a two-color catalog 
sheet now available. Photographs 
and line drawings explain how Drag- 
on-Skin sands, rasps and shapes 
woods, plastics and soft metals. Text 
material further describes Dragon- 
Skin’s ability and offers display 
ideas. Red Devil Tools, Box 355, Un- 
ion, N. J. 


143 Housewares. A catalog of 
housewares products illustrates and 
lists each item of merchandise by 
order number, sizes, standard ship- 
ping carton, weight per carton, and 
retail price per item. Cover and in- 
terior contents are all in full color, 
while shorter versions of the catalog 
which describe Rubbermaid mer- 
chandise are offered for consumer 
distribution. Rubbermaid, Inc., Woos- 
ter, Ohio. 


144 Garden Supplies. A two-page 
color brochure illustrates Swan Gar- 
den Hose and Sprinkle-Soakers. Also 
offered is a color catalog page on the 
all-plastic Grass Stop. Swan Rubber 
Co., Bucyrus, Ohio. 


145 Tool and Plastic Lines. This 
catalog includes illustrations and de- 
tailed specifications on the com- 
pany’s tool and plastic lines. Catalog 
is designated the Mini-Cat No. 10. 
The Vichek Tool Co., Cleveland 4, 
Ohio. 


147 Fishing Tackle. In addition to 
the regular line of Pflueger Fish- 
ing Tackle, this catalog contains in- 
formation on items announced for 
1960: The No. 84 Saturn enclosed 
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| FREE! GIANT POSTER ILLUSTRATING 
© COMPLETE 1960 LINE 


Mr. Ed G. Nikoden, Parker Sweeper Co. 
Box 720A, Springfield, Ohio DEPT. SH-9 


Rush my FREE giant poster: 
ee ee 


a ww pg releases oe ~ | Fo ape 
basket easily ... Hamper ne quality importe es 
lifts out, locks in place. bassine. heig! t from 0 
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Are you the 


1 dealer out of 5 


who consistently makes 








full profit 








You know that in any product line 
you handle it is not the volume alone 
that is important, but the profit dol- 
lars you make on that volume. 


Narrow margin merchandise, ficti- 
tious list prices, and the cut rate 
merchandising methods spawned 
when hundreds of would be manu- 
facturers climbed on the bandwagon 
of the mushrooming mower market, 
have made profit making a fine art. 


Moto-Mower recognizes that to stay 
in the mower business you as well as 
the manufacturer needs a Full Profit 
Margin. 


THEREFORE, MOTO-MOWER OFFERS 
YOU A TOTAL MARKETING PLAN. 


TO GIVE DEALERS YEAR IN YEAR OUT 
POWER MOWER VOLUME AND PROFIT. 


Backed by over 40 years of experi- 
ence in the manufacturing and sell- 
ing of power mowers . . . supported 
by the largest and most modern pro- 
ductive facilities of any power mower 
manufacturer . . . Moto-Mower-now 
offers Moto-Mower Preferred Dealers: 


@ Leadership in Product Design and 
Development 


® Quality Controlled Efficient Volume 
Production 


e A Complete Line of Fast Turnover 
Models 


@ Consumer Appeal Features 

@ Planned Purchasing Profit Bonuses 
® Seasonal Products 

@ Multi-Level Merchandising 


@ The Only Manufacturer Administered 
Dealer and Consumer Credit Program 


For more information use Handy Return Card, Page 71 


HERE’S HOW THIS TOTAL MARKETING 
PLAN CONSISTENTLY MAKES MORE 
MONEY FOR MOTO-MOWER PREFERRED 
DEALERS — 


® Design Leadership — for better com- 
petitive selling — reduced obsolescence 


This is one of the extras that is stand- 
ard with Moto-Mower. The out- 
standing research and development 
facilities in the industry are your 
guarantee of new design and “sell” 
features on every model... no follow- 
the-leader merchandise. This leader- 
ship keeps Moto-Mower Preferred 
Dealers in a top competitive position 
every year... never caught with “new 
year” models that are obsolete before 
they hit the floor. 


® Quality Controlled, Mass Production 
assures you of the lowest cost consistent 
with quality. 


Two large modern plants equipped 
with the latest automotive type as- 
sembly lines and complete machining 
and fabricating facilities enable Moto- 
Mower to rigidly control cost, pro- 
duction and quality every step of the 
way. 


® Balanced Inventory for Fast Turnover 
— increases your profits on every dollar 
invested in inventory 


The 1961 Moto-Mower line is de- 
signed in models and prices to be a 
fast turnover line. Moto-Mower’s 
marketing department has available 
recommended inventory charts to 
guide Moto-Mower dealers in selec- 
tion of the best inventory for fast 
turnover. 


e “Sell up” features for “Stepped up” 
profits 

The 1961 Moto-Mower line has “step 
up” models in each product category. 
Not just a price range in mower mod- 
els—this “step up” line has been care- 
fully planned by the Moto-Mower 


on power mowers? 


marketing division so that each model 
has “step up” features that make 
“selling up’”’ logical. In addition, 
Moto-Mower’s dealer long margin 
discounts create extra profits for the 
dealer who “sells up.” 


@ Extra Profit From Planned Purchases 


Moto-Mower’s early buy discounts, 
quantity price brackets and special 
demonstration discounts create the 
opportunity for extra profits on every 
unit you sell all season long. Ask 
your distributor to show you how you 
can increase your profit on Moto- 
Mower as much as 55% through 
planned purchasing. 


®@ Around the Calendar Selling — for year 
round profits 


Moto-Mower Preferred Dealers have 
a single source of supply not only for 
mowers but all lawn and garden pow- 
er equipment. Such seasonal items 
as Tillers and Snow Throwers add to 
this total program and create extra 
profit epportunities by qualifying for 
extra discounts when bought under 
Moto-Mower Planned Purchases 
Program. 


e 5-level Merchandising Plan Moves 
Merchandise 


Moto-Mower’s “Impact” Promotion 
and Merchandising Plan for 1961 is 
designed to move prospects in and 
merchandise out for Moto-Mower 
Preferred Dealers. 


Ask your distributor for full details 
on Moto-Mower’s dramatic 1961 “Im- 
pact” promotion program. 


®@ Moto-Mower’s Credit Program — in- 
creases your sales, relieves you of invest- 
ment in inventory 


Now Moto-Mower offers the first 
dealer and consumer credit program 
sponsored and administered by a 
mower company. 
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New 21” Deluxe Transmission Propelled Rotary. With Moto-Mower. 
Retail Credit Plan, your customer can buy this unit for as little as $5.00 down. 


IN 1961 THE PROFIT-WISE DEALER WILL LOOK TO MOTO-MOWER 


= A Ge 


New Impulse Starter Enclosed Transmission instrument Panei Controls 


A few turns of the handie sets | Shifts to forward, neutral and | Engine and transmission con- 


the mower engine to start. A | reverse. Not an old-fashioned | trols are in easy reach. Both 
* twist of the release turns en- | chain or belt drive, but an | are located on the guide bar to 
t issi liminate bending or stooping. 


gine over instantly. ° tive-type trar 


MOTO-MOWER, inc. RICHMOND, IND. A Subsidiary of the BG dura Corporation 
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spinning reel, the Superex automatic 
fly reel, and a host of rods, lures, 
and miscellaneous fishing tackle. The 
Enterprise Manufacturing Co., 110 N. 
Union St., Akron 9, Ohio. 


148 Plastic Housewares. A full- 
color brochure illustrates how to dis- 
play, sell, and advertise plastic 
housewares to obtain greater turn- 
over per year and how to increase 
the average sale 2% times by selling 
matching sets. Gives valuable sales 
tips developed by hardware dealers 
throughout the country. Cal-Dak 
Corp., 2525 Military Ave., Los An- 
geles 64, Calif. 


149 Sportsmen’s Lights. Fisher- 
men’s lanterns, searchlights, flasher 
lanterns, headlights, and various car- 
bide cap and hand lamps are illus- 
trated and described in a small cata- 
log of sporting goods items which 
lists both retail selling prices and the 
retailer’s cost. Justrite Manufacturing 
Co., 2061 North Southport Ave., 
Chicago 14, Ill. 


180 Time Payment Plan. A folder 
is available describing the complete 
Foley Futuramic line of power 
mowers featuring the new 32” Quad 
Cut mower-trimmer and the free 
home trial plan. The vlan allows the 
customer to try a Foley mower for 14 
days with the privilege of return with 
no obligation to the customer. A fold- 
er also is available to describe its 
Mow Now—Pay Later time payment 
plan. Foley Manufacturirg Co., 3300 
5th St., N.E., Minneapolis 18, Minn. 


151 Pre-Measured Chain. A cata- 
log, page, in color, describes a color- 
coded plastic measuring lengthmark 
to provide quick identification for 
Proof Coil, BBB Coil, and High Test 
Chain. The three types are marked 
every 10 feet by plastic color bands. 
Hodell Chain Co., Cleveland 3, Ohio. 


152 Storage and Displev Equip- 
ment. Folder 320-A describes the 
time-and-space-saving advantages of- 
fered by Revolvo Steel Storage and 
Display Equipment to both owners 
and customers. A section on drawer 
inserts, display counters, nail bin 
counters and other equipment de- 
signed to utilize floor space most ef- 
fectively is included. The Frick- 
Gallagher Manufacturing Co., Well- 
ston, Ohio. 


154 Bats and Golf Clubs, Nominal 
quantities of a full-color catalog 
which describes the company’s Louis- 
ville Slugger line of baseball, soft- 
ball, and Little League bats are 
offered to dealers. Also available is a 
two-page catalog showing the com- 
pany’s entire Grand Slam golf club 
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line. Hillerich & Bradsby Co., Inc., 
434 Finzer St., Louisville 2, Ky. 


155 Hobby Tools. A catalog is 
available which illustrates and de- 
scribes the Grifhold line of precision 
built tools for hobbies, graphic arts, 
offices, and crafts. The Griffin Man- 
ufacturing Co., 1656 Ridge Rd. East, 
Webster, N. Y. 


158 Nails Data. A _ pocket-size 
handbook containing information and 
specifications for Stormguard nails is 
available. A two - page chart gives 
specific data on the sizes and quan- 
tity of nails to use for various types 
of roofing, siding and trim as recom- 
mended by leading trade associa- 
tions. W. H. Maze Co., 400 Church 
Blvd., Peru, Ill. 


159 Measuring Tapes. A catalog 
describing and illustrating the firm’s 
complete line of measuring tapes and 
related products, including Power- 
Tapes with controlled speed blade 
return, is available. Evans Rule Co., 
400-16 Trumbull St., Elizabeth, N. J. 


160 Edged Tools. Colorful catalog 
pages which present the company’s 
line of garden tools, axes, hammers, 
and hatchets are available. Illustra- 
tions show the tools in use. Mann 
Edge Tool Co., Lewistown, Pa. 


161 Industrial Doors. A 12-page 
Industrial Door Catalog No. A-410 
features technical data and illustra- 
tions on the R-W line. Specification 
and installation data, application 
photographs, and a section on the 
automatic electric door operators are 
included in the catalog. Industrial 
Door Division, Richards-Wilcox Man- 
ufacturing Co., 217 Third St., Aurora, 


162 Display Attachments. Catalog 
400B featuring Vizuclips, display at- 
tachments for perforated panels, is 
available. The catalog shows a com- 
plete selection of Vizuclivs for dis- 
playing all types of merchandise on 
either “4” or %” panels. L. A. 
Darling Co., Bronson, Mich. 


163 Garden Hose. Catalog sheets 
give full information on Biltrite 
and Boston vinyl and rubber Garden 
Hose, as well as Triple-Tube Flexi- 
ble Sprinklers. The sheets are in full 
color and well illustrated. American 
Bitrite Rubber Co., P. O. Box 1071, 
Boston 3, Mass. 


164 Industrial Knives. A 52-page 
pocket-size Handbook illustrating a 
thousand industrial hand and ma- 
chine knives, craftsmen. knives and 
fix-up and paint-up tools is offered. 
Hyde Manufacturing Co., Depart- 
ment “H,” Southbridge, Mass. 


166 Padlocks, Brass and Bronze 
Hardware. Available literature in- 
cludes: 6-page gate-fold catalog 
showing complete line; 4-page cata- 
log of carded and blister-packed pad- 
locks, and catalog pages on various 
products. The Slaymaker Lock Co., 
Lancaster, Pa. 


168 Drill Attachments. Two cata- 
logs are offered on the company’s 
hardware line. One is for inclusion 
in wholesalers’ catalogs. The other is 
an 8-page book that wholesalers can 
make available to all their dealer 
prospects. Items cataloged in both 
books are: Supreme Brand Chucks; 
six models of Supreme Screwdriver 
Attachments; the Supreme Versa- 
matic; and the Supreme Versamate. 
Supreme Products Corp., 2222 S. Cal- 
umet Ave., Chicago 16, Ill. 


245 Relief Valves and Wall Hy- 
drants. A 4-page bulletin, LL-5990, 
describing water system relief valves 
lists two models, Nos. 451 and 452, 
for pressure only protection in cold 
and hot water lines. For both tem- 
perature and pressure relief. it offers 
Nos. 453, 494, and 495. Bulletin LL- 
8841 describes the Mansfield line of 
frostproof wall hydrants. Mansfield 
Sanitary, Inc., Perrysville, Ohio. 


247 Packaged Fasteners. The re- 
vised Package Stock Guide to States- 
ville Inventory, SPG-3, outlines the 
packaged items, sizes, and finishes 
regularlv carried as standard in 
Statesville’s 500.000 gross shelf stock 
of fasteners. Covers eight pages. 
Southern Screw Co., P. O. Box 1360, 
Statesville, N. C. 


248 Pulley Assortments. Two 
catalog pages are available on swivel 
eye and fast eye pulley assortments 
which illustrate and describe the pul- 
leys in each display box. The red and 
white display box suggests the vari- 
ous usages for the pulleys, and shows 
the retail selling prices. North & 
Judd Manufacturing Co., New Brit- 
ain, Conn. 

(Continued on page 84) 
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4eres Whit 
BURGESSIS DOING FOR YOU! 


Burgess is developing America’s fastest grow- includes new displays and new self-serve pack- 
ing line of new products, promoting it with aging complete with customer-compelling pro- 
merchandising innovations to help you sell motion and consistent national advertising 
In addition to new products, Burgess’ program in 22 magazines! 


No. 599 PO 
Heli Gondola Covster Display Rodor-Lomp Redar-Lite 


Displays 


National Advertising Contact your distributor of: 


in 22 BURGESS BATTERIES 


leading magazines BURGESS BATTERY COMPANY 


Devise Seevel, 
FREEPORT, ILUINOIS * NIAGARA FALLS, CANADA 
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HOW TO MAKE A ROLL OF FENCE 
BOOM 
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How? By painting the top wire of each roll a bright, bright red. Keystone has 
been doing this for years with one thought in mind—to let everyone know the 
best fence on sight. That’s just what this special trademark does. It booms out 
RED BRAND for all to hear and see. 

You get faster turnover because your customers know all about Red Brand. 
They’ve read about this easy-to-handle fence in farm publications; they’ve heard 
about it over farm radio and television . . . and they’ve used it for years. Farmers 
know Red Brand lasts longer because it’s made of the finest copper-bearing wire, 
especially Galvannealed® to resist rust. 

There’s no question about Red Brand’s popularity. It’s the number one choice 
in the top six corn-producing states. Red Brand barbed wire with the Galvannealed 
red barbs and Red Top® steel fence posts have equal wide-spread acceptance. 

Why sell less when you can sell more of the best? It will pay to stock up on 
Red Brand products today. 





KEYSTONE STEEL & WIRE COMPANY * PEORIA 7, ILLINOIS 


Red Brand Fence @ Red Brand Barbed Wire @ Red Top Steel Posts @ Nails e 
Baler Wire @ Non-Climbable Fence @ Keyline® Poultry Netting @ Gates 
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249 Plumbing Rack. An illustrat- 
ed catalog and price list is offered on 
the Plumb Shop Merchandiser, a 
blue and red, all metal display rack 
that stocks and sells flexible copper 
tubes, valves, and fittings. Plumb 
Shop, 1341 Temple, Detroit 1, Mich. 


256 Tank Balls and Floats. An il- 
lustrated brochure lists and describes 
in detail tank balls and floats in 
sizes, shapes, weights, and materials 
for every service application and 
water condition. The Reichert Float 
& Manufacturing Co., 2250 Smead 
Ave., Toledo 6, Ohio. 


257 High Density Plastic Pipe. A 
4 page brochure describes the “Hi- 
Mol” high-density flexible polyethy- 
lene pipe. Carlon Products Corp., 
Aurora, Ohio. 


258 Rubber Bonded Abrasives. 
Rubber bonded abrasives for polish- 
ing and finishing are featured in a 
white and blue folder. Their special 
function and types of materials on 
which they are particularly useful, 
specifications, and prices are given. 
The Carborundum Co., Niagara Falls, 
) +S # 


259 Handsaws. The proper use 
and care of handsaws as well as their 
design and construction, is discussed 
in the Handsaw Manual. The illus- 
trated pocket size manual also de- 
votes one section to information for 
the home or professional carpenter. 
Education Dept., Atkins Saw Divi- 
sion, Borg-Warner Corp., Indianap- 
olis 25, Ind. 


260 Plastic Sewer Pipe. The ad- 
vantages of Chem-Weld drainage 
pipe, its installation and handling are 
described in detail in an illustrated 
brochure. Southwestern Plastic Pipe 
Co., Box 117, Mineral Wells, Texas. 


261 Home and Agricultural Tools. 
Catalog No. S5960 includes informa- 
tion on the company’s line of garden, 
lawn, and farm tools; shears, grass, 
and weed tools; shovels, spades, and 
scoops; and repair handles. The 52- 
page catalog is 84%” x 11”, punched 
to fit binder. True Temper Corp., 
1623 Euclid Ave., Cleveland 15, Ohio. 


262 Water System Products. A 
90-page general catalog, illustrated 
and in color, presents data on the 
company products and services under 
the following’ section headings: 
“Submerga” Pumps, Jet Pumps, 
Piston Pumps, Centrifugal Pumps, 
Sump Pumps, Hand and Windmill 
Pumps, Pump Accessories, Water 
Conditioners, Engineering Informa- 
tion, and Sales Aids. Red Jacket 
Manufacturing Co., 1051 S. Rolff St., 
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Davenport, Iowa. 


263 Central Heating and Air Con- 
ditioning. An 8-page, full-color cata- 
log combines gas fired, forced-air 
furnaces and residential air condi- 
tioning into one brochure. Represent- 
ative models are shown, also de- 
tailed cutaway views. Along with 
complete specifications are illustra- 
tions of typical installations of the 
equipment. Chattanooga Royal Co., 
Chattanooga 6, Tenn. 


268 Water Well Accessory. The 
“Levertrol” self-cleaning foot valve, 
which features a cord activated lever 
to flush a clogged valve seat, is de- 
scribed and illustrated in a two-color 
catalog sheet. Ratterman Manufactur- 
ing Co., 3947 Land O’Lakes Dr., N. E., 
Atlanta 5, Ga. 


269 Caulking Guns. A 4-page, 2- 
color catalog covers the company’s 
complete line of caulking guns for 
professional and home use and its 
line of interchangeable nozzles. It is 
illustrated and provides complete de- 
tails on the capacities, dimensions, 
and construction of the various 
models. The Vital Products Manu- 
facturing Co., 7500 Quincy Ave., 
Cleveland 4, Ohio. 


270 Maple Kitchen Woodenware. 
A full-color, 4-page bulletin on Sen- 
senich Northern Hard Maple counter 
tops, chopping blocks, pastry boards 
and other kitchen-specialty wooden- 
ware is available. Colorfully illustrat- 
ed, the bulletin includes descriptive 
data, specifications, and suggested 
retail prices. Sensenich Corp., Dept. 
116, Lancaster, Pa. 


271 Fishing Reels. Latest engi- 
neering advances in Bronson reels 
are described and illustrated in the 
1960 full color catalog. Covers the 
complete line of spinning, spin cast- 
ing, bait casting, fly and salt water 
reels, plus four direct drive reels. 
Bronson Reel Co., Bronson, Mich. 


272 Paint Tool Merchandiser. A 
catalog insert page, JS-62, describes 


and illustrates a complete “one-stop” 
painters’ tool department featuring 
vacuum, pack carded tools. Red Devil 
Tools, Union, N. J. 


273 Blocks and Sheaves. Catalog I 
contains illustrations and complete 
specifications, including tonnage ca- 
pacities and recommended wire rope 
sizes, for Durolite Blocks and 
Sheaves. Sauerman Bros., Inc., Dept. 
SHA, 620 S. 28th Ave., Bellwood. [1l. 


274 Firearms. A catalog and bro- 
chures are available describing the 
company’s line of copies of antique 
weapons, such as the Frontier Six- 
shooter revolver and Frontier Der- 
ringer. Circulars on special sales of 
war surplus weapons are also avail- 
able. Hy Hunter Firearms Manufac- 
turing Co., 3031 West Burbank Blvd., 
Burbank, Calif. 


275 Company Growth. “This is 
Jacobsen” is the title of a full color, 
16-page brochure which describes 
the company’s growth in the power 
mower field. Available to dealers and 
prospective new dealers. Jacobsen 
Manufacturing Co., 747 Washington 
Ave., Racine, Wis. 


276 Plastic Casing. The advan- 
tages of Plastic Casing for water 
wells are discussed in an available 
folder. Illustrations show ease of in- 
stallation. Specifications and other 
pertinent data given. Southwestern 
Plastic Pipe Co., Mineral Wells, 
Texas. 


277 Rotary Tiller. Four-page cata- 
log describes and pictures all five 
Pow-R-Bov 66 tillers in the line from 
21% hp to 3% hp, with complete tech- 
nical descriptions. Hahn, Inc., Pow- 
R-Bov Division. Evansville. Ind. 


278 Electric Products. An 80-page 
catalog illustrating over 1500 electri- 
cal wiring devices, lamvs, and spe- 
cialty products is available. Also fea- 
tures new packaging and merchan- 
dise disnlays. Profusely illustrated 
with full information, catalog serves 
as a sales tool as well as a reference 
book. All products are grouped in 
categories. cross-indexed. Included 
are three time-saving indices, Under- 
writers ard CSA listings, and Fed- 
eral Specifications numbers. Eagle 
Electric Manufacturing Co., Inc.. 23- 
10 Bridge Plaza South, Long Island 
City 1, N. Y. 


279 Fishing Tackle. The 1960 Fish- 
ing Tackle Trade Catalog contains 32 
pages and is written as a buying 
guide and sales help. Features True 
Temper, Ocean City and Montague 
tackle. Well illustrated. True Temper 

(Continued on page 86) 
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PFLUEGER 


+ Fast retrieve. Carboloy pick-up pin. 


¥& An ALL NEW DRAG. 
easy installation. 


New Pflueger Jupiter No. 90 
Four years of careful designing, develop- aw oe 
ment, and engineering have enabled 
Pflueger craftsmen to introduce this fabu- 95 
lous ALL NEW Jupiter reel. It is designed = 
for heavy duty fishing — capable of handl- > — 
ing 10, 12, and 15 Ib. test line (and 
even 20 lb. test if desired). It has large line capacity 
and comes equipped with approximately 150 yds. 12 Jb. 
test super-soft monofilament (a free $2.00 value) and 
a 5% oz. Pflueger No Bounce Practice Casting Weight. 
Latest corrosion proof lifetime epoxy finish — hand- 
some grey and silver, automatic crank pick-up. Push 
button release. Tab type handle on crank. Built-in anti- 
reverse. Reel weight 12 oz. 


Micro-precision 
machined gears. 


Itra-smooth drag 
with slow take-up. ilent anti-reverse 
with optional set- 


Mrarce capacity, all- 
meta! spool. 


New Pflueger FreeFlite No. 1200 


A new Pflueger open faced spinning reel ww ae 


that operates with the precision of a fine 
watch. Ultra-smooth micro-machined gears $ 
of long wearing aluminum alloy and stain- 
less steel. Attractive grey housing and bail 
carrier with satin silver spool. Large capa- 


PFLUEGER 
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22.95 q 
city — holds full 200 yds. 8 lb. test monofilament. Line 
carrying portion of spool does not travel inside bail car- 
rier. Keeps line from getting behind spool. Silent anti- 
reverse with optional setting. Stainless steel bail with 
hardened line roller. Precision drag with exceptionally 
smooth, slow take-up. Reel weight approximately 8 oz. 


.... REELS 


Spool automatically engages 


Pflueger upon cranking. 


Famous 
quality. 


WH Automatic push button free 


* New star wheel type spool. 


drag. 


New Pflueger Free Spool Supreme No. 1575 
An all new model of the world’s famous = 
artistocratic bait casting reel — a new 
Pflueger Supreme. An automatic push but- $47 50 
ton free spool assures extra long casts — : 
ren when using extremely light lures. > 6 — 
andle does not turn during casting. 
Spool is engaged automatically by starting retrieve. Free 
spool is optional at discretion of angler. New smooth 
star wheel type drag may be adjusted while playing fish. 
Slow take-up with infinite settings. Handles small 
diameter monofilament as well as braided line. Comes 
equipped with complete accessories, including a zipper 
Naugahyde reel case. Reel weight approximately 8 oz. 
Truly a reel for the discriminate angler. 


WNew — capa- 
pool. 


New drag adjusting 
knob. city s 


utomatic crank 


WStrong, lightweight, 
metal gears. pick-up. 


New Pflueger Galaxie No. 89 

A new smooth operating push-button spin- wT cao 
casting reel. High quality and design. An 

excellent reel for medium duty fishing. 19 95 
Precision machined spool filled with ap- - 
proximately 100 yds. 10 lb. test monofila- - 6 
ment. Long wearing Carboloy pick-up pin. 

Easily adjusted, smooth take-up drag located on top of 
reel. May be adjusted easily while playing fish. Equipped 
with a double crank and a % oz. Pflueger No-Bounce 
practice casting weight. Good looking, lifelong wearing 
grey and silver epoxy finish, corrosion proof. True 
Pflueger quality throughout, backed by almost a century 
of making fine fishing reels. Reel weight with line ap- 
proximately 8 ozs. 


THE ENTERPRISE MANUFACTURING COMPANY 


110 N. UNION ST. AKRON, OHIO 
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Corp., American Tackle Div., 1623 
Euclid Ave., Cleveland 15, Ohio. 


280 Ballcocks. A 4-page, 2-color 
bulletin illustrates the company’s 
complete line of ballcocks. Form LL- 
9939. Mansfield Sanitary, Inc., Per- 
rysville, Ohio. 


261 Locks. Complete cutaway dia- 
grams and technical specifications of 
all three series are provided in the 
1960 catalog. Illustrations are in full 
color. Challenger Lock Co., 2349 W. 
La Palma Ave., Anaheim, Calif. 


282 Canteens. Oasis Canteens are 
presented in a colorful catalog which 
gives illustrations, prices, and de- 
scriptive facts about the various 
models. M. E. Shaw & Sons, 2526 
Daly St., Los Angeles, Calif. 


283 Private Water Systems. A 
dealer promotion piece, “Your Own 
Private Water System Serves You 
Best,” is available. The colorful, 
4-page folder discusses the selection 
of the proper well site, then lists the 
most important advantages of the 
private water system. It will fit into 
a #10 envelope. The Tait Manu- 
facturing Co., 500 Webster St., 
Dayton, Ohio. 


HELPFUL 


BOOKLETS 
FREE! 
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284 Fasteners. A complete refer- 
ence for threaded and headed fasten- 
ers is provided in a catalog now 
available. The list prices are up to 
date and reflect the most current 
changes. Atlas Screw & Specialty 
Co., Inc., 450 Broome St., New York, 
N. Y. 


285 Squarespray Sprinklers. A 
colorful 4-page brochure describes 
the line including the Squarespray 
sprinkler; Waterspike, 2-way sprin- 
kler-irrigator; Waterfeeders, fertiliz- 
er applicators; Plant-Chem, balanced 
plant food; and the Squarespray 
Lawn Care Kit. Proen Products Co., 
9th and Grayson, Berkeley 10, Calif. 


286 Angler’s Catalog. A multi- 


colored catalog entitled “Techniques 
and Tackle to Catch Big Fish” is 
available in quantity for over-the- 
counter retail pass out. The angler 
catalog contains 32 pages showing 
the company’s complete line of fish- 
ing tackle and offers pointers on 
casting techniques, tackle assembly, 
etc. Shakespeare Co., Kalamazoo, 
Mich. 


287 Fishing Tackle. A 68 - page 
trade catalog No. 60 contains 58 new 
items in addition to the wide variety 
of fishing tackle regularly listed. New 
items include lures, larger picnic 
coolers, round minnow and ice buck- 
ets, display racks, and hooks. Weber 
Tackle Co., Stevens Point, Wis. 


288 Outdoor Clothing and Equip- 
ment. Detailed information and illus- 
trations are contained in a black and 
white catalog presenting the com- 
pany’s line of footwear, rain apparel, 
and other outdoor clothing, as well 
as pup tents, air mattresses, tarpau- 
lins, blankets, etc. Dixie Trading Co., 
158 Garnett St., S. W., Atlanta 3, Ga. 


289 Fishing Handbook. The full 
color Fishing Handbook is available 
in quantity. It contains 12 pages of 
fishing tips from experts for all fish- 
ermen and all types of fishing. One 





Sell Sterling... 


Taleom 2el0m-1-11m 4e]elmreotel-jlelaal-ia-m molalcom Mili-m adgeli-letilela 


it's the 
“EXTRA LINE” 
that gives added 
strength! 


EXTRA-LINE POULTRY NETTING 


Sterling “Extra Line" Poultry Netting gives added strength at no extra cost. 


In addition to the single selvage at the top and bottom of the roll, Sterling 
“Extra Line”’ Netting has an extra line of wire running horizontally at intervals 
throughout the netting for greater strength. You get additional strength 


just where you need it, to prevent sagging and bagging. 


YOU EXPECT MORE FROM ELECTRIC STEEL AND YOU GET IT... GREATER STRENGTH AND LONGER LIFE 


pei — 


Bn 2) 
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Hardware Cloth (Welded) 

2 x 2 mesh with mechanically accu- 
rate wire spacing. Electric furnace 
steel wire is galvanized both before 
and after welding. Standard widths 
from 12” to 72”. 


Hardware Cloth (Woven) 


Uniform in width with double sel- 
vage for extra strength. Zinc galva- 
nized after weaving. Six standard 
meshes 2 x 2, 3 x 3, 4 x 4, 8 x 8, 
54” x %”, and %” x %"... widths 


24”, 30”, 36”, 48 


Field Fence @ Barbed Wire ¢ Baling Wire ¢ Smooth Wire 
Ornamental Lawn Fence and Gates @ Fabri-Cloth 
Stucco Netting e Corn Cribs and Cribbing ¢ Nailsand Staples 


NORTHWESTERN STEEL AND WIRE COMPANY 


* STERLING, ILLINOIS 
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ALL-RUBBER MOLDED 
KNEE-BOOTS 


(One-Piece, Seamless Construction) 
Heavy-Duty Design. Untined. 
Non-Slip, Heavy Cleated 
Soles. Made in France. Top 
Quality. Sizes 6 thru 12. (No 
Half Sizes.) Packed 12 Pairs 
per Case, Solid Sizes. 


Orders totaling 120 prs. or more, 
in full cases of 12 prs.per size 


$900, 


Stock +681 Less than 120 prs. $215 pr. 


INSULATED RUBBER 
KNEE BOOTS 


(Vulcanized Construction) 


ht Con- 
Insula- 
and 


Very Heavy-Wei 
struction. Specia 
tion Between Linin 
Rubber. Non-Slip, eavy 
Soles and Heels. Made in 
Switzerland. Top Crafts- 
manship. Sizes 6 thru 12. 
(No Half Sizes.) 


+500 ‘i 


Stock 2763 





MOULDED RUBBER 
HIP BOOTS 


(One-Piece, Seamless 
Construction from Knee Down) 
Very Heavy-Duty Design. 
Made in France. Unlined 
from Knee Down. Lined from 
Knee Up. Made with Heavy- 
Duty Beit Straps. Heavy 
Cleated Soles. Very Durable 
Sizes 6 thru 12. (No Half 


Sizes.) 
$ 5’ a 


Stock 
7176 





2-BUCKLE ARCTIC OVERSHOES 


Heavy-Duty Design. Net- 
Lined Throughout. Full Gus- 
set Tongues. Heavy Red 
Cleated Soles. Reinforced 
Red Toes. individually Box- 
ed. Sizes 6 thru 12 

All ¥2 Sizes Except 

1142. Made in 

America. 


sa 


Stock +658 








LINED MOULDED 
RUBBER KNEE-BOOTS 


(One-Piece, Seamless Construction) 
Durable Lining All the Way. 
Very Heavy-Duty Design. 
Long-Wearing. Heavy, Non- 
Slip Cleated Soles. Made in 
France. Superior Quality. 
Sizes 6 thru 12. (No Half 


oe 350,, 


Stock 7005 


4-EYELET RUBBER 
LACE PACS 


Made with Steel Shank. 
Olive Drab with Yellow Top 
Strip. Fully-Lined with Close- 
Knit Fabric. Cushion insoles 
13” High. Heavy-Duty 
Cleated Soles, Heels. Double- 
Strength Yellow Laces. Sizes 
6 thru 12 (No Half Sizes). 
Made in England. 


$47, 


Stock #723 


NOTICE: NET 90 DAYS TERMS WILL BE GIVEN ON RUBBER FOOTWEAR ORDERS TOTAL- 
ING $200.00 OR MORE. SMALLER ORDERS NET 30 DAYS. ALL PRICES F.0.B. ATLANTA. 


MEDIUM WEIGHT 
4-BUCKLE ARCTICS 


Heavy Red, Non-Slip Soles 
Reinforced Lined Uppers. Full 
Gusset Tongue. Sizes 6 thru 
12 (No Half Sizes). Made in 


“an on. 


Stock 2651 


MEN'S RUBBER 
LACE BOOTS 


Full 16” High. Ankie Fit. Top- 

Quality Net Lining. Made in 

England. Heavy-Duty Cleated 

Soles. Sizes 6 thru 12. (No 
Cleated Soles and 


Half Sizes.) 
$590 
Red Top Binding pr 


3680 Black with Red 





780 Solid Olive Drab . 615] 


EVERY /TEM 
FULLY 
GUARANTEED! 
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MEN'S RUBBER WORK SHOES 


Absolutely Waterproof 
Durable Lining. Heavy- 
Duty Black Uppers. Heavy 
Red Cleated Soles. Made 
in England. Sizes 6 

thru 12 (No Half 

Sizes). 


"oP wt 


Stock =385 


MEN'S WORK RUBBERS 


Reinforced Heel and Toe 
Heavy Red Cleated Soles 
Net Lining. Red Foxing 
Sizes 6 thru 12. (All 

Half Sizes Except 

1142.) Made in 

Holland 


$ 200 


Stock =659 








HEAVY WEIGHT 
4-BUCKLE ARCTICS 


Rugged Red Cleated Soles 
Heavy-Duty Design. Full 
Gusset Tongue. Reinforced 
Lined Uppers. Sizes 6 thru 13 
(No Half Sizes). Made 

in Holland 


“oS i 


Stock #650 


All-Rubber Moulded 
CALF-LENGTH BOOTS 


(One-Piece, Seamless Construction) 


Heavy-Duty Design. Un- 
lined. Non-Slip, Heavy 
Cleated Soles. Made in 
France. Best Quality. Sizes 
6 thru 12. (No Half Sizes.) 
Packed 12 Pairs per 

Case, Solid Sizes. 

Orders totaling 120 prs. or 
more, in full cases of 12 

pairs per size 


$] 80 
pr. 
Less than 120 a | 95 pr. 


MANUFACTURERS 


IMPORTERS - DISTRIBUTORS 


158 GARNETT STREET, S. W. 
Phone JAckson 3-6562 
Atlanta 3, Georgia 
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Hardware people appreciate the fact that... 











PRODUCT 
AND PACKAGING 
SUPERIORITY 
PROTECTS PROFITS 


To wholesalers and retailers alike, CLARK offers such ‘‘profit-protecting’’ 
features as: 

BURR FREE THREADS—Fasteners that are faster and safer to use...a speed 
and safety that customers appreciate. 

SUPERIOR PACKAGING — Individual, heavy weight cartons, clearly labeled and 
color coded for instant identification. Simpler to sell... a snap to inventory. 
UNIFORMITY—Quality that customers can rely on—in fasteners consistently 
uniform. 

Despite these—and many other—points of superiority, CLARK 

fasteners are competitively priced. 


For information on the complete CLARK line 
of quality fasteners, request full line catalog and price list. 


CLARK BROS. BOLT CO. Sones ur 





section has illustrated instructions on 
how to use spin casting and spinning 
equipment properly. Features com- 
pany’s most popular reels. Bronson 
Reel Co., Bronson, Mich. 


290 Rust Remover. A catalog sheet 
describes Magic Rust Buster, a rust 
remover in stick form which may be 
used to remove rust and bugs from 
automobile surfaces. Magic Iron Ce- 
ment Co., Inc., Cleveland, Ohio. 


291 Racing Karts. The 16-page 
brochure answers questions most of- 
ten asked by dealers who are con- 
templating the sale of Racing Karts. 
Simplex Manufacturing Corp., 540 
North Carrollton Ave., New Orleans 
19, La. 


292 Store Fixtures. Fully illus- 
trated merchandised wall fixtures, 
gondolas, and a nail counter, are pre- 
sented in a new Add-On folder. 
Prices included. A feature of the fold- 
er is instructions to receive free 
store planning service. W. C. Heller 
Co., Montpelier, Ohio. 


293 Feastmaster Barbecues. A 
two-color brochure describing the 
company’s complete line of Feast- 
master barbecues with retail price 
and construction details, also a deal- 
er’s price list, are available to deal- 
ers. Superior Fireplace Co. 601 
North Point Rd., Baltimore 6, Md. 


294 Galvanized Ware. The com- 
plete line of hand-dipped and sheet 
galvanized ware for home, farm, in- 
dustrial, and institutional use is de- 
scribed in a 12-page bulletin entitled 
“Wheeling Metal Ware.” Wheeling 
Corrugating Co., Wheeling, W. Va. 


295 Fishing Reels. Catalog No. 22 
covering the Penn line of fishing 
reels is available. It is profusely 
illustrated with detailed informa- 
tion given concerning specifications, 
prices, capacities, etc. A number of 
pages are devoted to accessories and 
to lists of reel parts, how to order 
parts, and to the care of the reel. 
Other special pages contain service 
data, helpful tips for the fisherman, 
and a chart and pictures of world’s 
record catches. Penn Fishing Tackle 
Manufacturing Co., 3028 W. Hunting 
Park Ave., Philadelphia 32, Pennsyl- 
vania. 


315 Canvas Products. Catalog 
#160 describes and illustrates the 
complete line of sporting and play 
tents, as well as canvas covers. De- 
tailed specifications are included on 
the company’s tarpaulin line which 
includes Fultex, Shuredry, and Ful- 
ton tarps. Fulton Cotton Mills, P. O. 
Box 1726, Atlanta 1, Ga. 

(Continued on page 90) 
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NOW...BUY A COMPLETE LINE FROM A SINGLE SOURCE 


ROTARIES REELS RIDER 














Bigger reason than ever to 
bank on the proven profit makers 


OWERS 
for 196] 


10 models for your customers to choose from 


(Plus 2 Rotary Power Tillers and Gasoline Lawn Edger/Trimmer) 


FULL MARGINS pre-sold for you through 
COMPETITIVE PRICES National Advertising in 


Sold through wholesalers Life 

on a selective basis. Saturday Evening Post 
Better Homes & Gardens 
Flower Grower 

Sports Illustrated 


ATLAS TOOL & MANUFACTURING CO. 


FOUNDED IN 1926 
5147 NATURAL BRIDGE BLVD. e ST. LOUIS 15, MISSOURI 


ATLAS-AIRE MOWERS ARE RUGGED...YET PRICED RIGHT! Their 
quality, styling and deluxe features assure you of the fast turnover you want. 
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316 Boat Numbers and Letters. 
Descriptive sales literature is avail- 
able on the various types of displays 
and uses of Dyer E-Z Ply Boat 
Numbers and Letters. Dyer Specialty 
Co., Inc., Box 2513, Sante Fe Springs, 
Calif. 


317 Lawn Sweepers. Catalog 
sheets illustrate and give complete 
specifications on the entire Parker 
lawn sweeper line, which includes 
manually operated, trailer drawn, 
and motorized models. Parker Sweep- 
er Co., Springfield, Ohio. 


318 Lawn Edger - Trimmer. A 
brochure graphically illustrates the 
important features of the new True 
Trimmer gasSoline-powered combi- 
nation lawn edger and trimmer. True 
Trimmer Div. of Emsco Screen Pipe 
Co. of Texas, Inc., P. O. Box 14446, 
Houston 21, Texas. 


319 Builders Hardware. Six new 
specialized catalogs are available: 
one catalog deals with miscellaneous 
hardware for hospitals, schools, office 
buildings, and other commercial and 
institutional construction. In another 
detailed bulletin, the comprehensive 
line of Yale locks and hardware 
developed specifically for narrow 
stiledoors is presented. A third cata- 


HELPFUL 


BOOKLETS 
FREE! 


(Use reply card on page 71) 


log describes screen and storm door 
hardware. The other three new cata- 
logs deal with three different series 
of Yale panic exit devices: series 5, 
10, and 30. Yale & Towne Manu- 
facturing Co., White Plains, N. Y. 


320 House & Boat Numbers, Let- 
ters, Signs, etc. Condensed catalog 
shows illustrations, prices, etc. of full 
line of Hy-Ko’s 15 best sellers, in- 
cluding accessories. Hy-Ko Products 
Co., 6814 Wade Park Ave., Cleveland 
13, Ohio. 


321 Pruning Guide. The company 
has available 50 free copies of the 
Wiss Pruning Guide to all dealers 
who carry the Wiss line. Extra copies 
available at $2 per 100. Space on 


front cover for dealer imprint. Six 
pages of authoritative information on 
all phases of pruning and planting. J. 
Wiss & Sons Co., Dept. D, 33 Little- 
ton Ave., Newark 7, N. J. 


322 Tool Assortment. A_ special 
bulletin L-1472A, descriptive of the 
“Grab Bag” tool assortment, is an- 
nounced. Listed as Item No. 3559, the 
“bag” contains 102 popular-sized, 
best-selling tools, with suggested re- 
tail price of 49 cents per tool. Vichek 
Tool Co., 3001 East 87th St., Cleve- 
land 4, Ohio. 


323 Water Pumps and Sump 
Pumps. Complete ad mat literature, 
envelope stuffers, posters and cata- 
log pages are offered. Includes sump 
pumps, shallow jets, convertible jets 
and deepwell jets. Descriptive cata- 
logs available on request. Wayne 
Home Equipment Co., Inc., 801 Glas- 
gow Ave., Fort Wayne, Ind. 


324 Drapery Hardware. Catalog 
No. 108 consists of 48 pages in four 
colors and illustrates the company’s 
complete line of drapery hardware 
with full product description and 
other pertinent information. Stanley- 
Judd, Dept. P D, Wallingford, Conn. 


(Continued on page 92) 





A complete line, 
competitively priced, for... 


Here’s a quality line of 38 different 
models — 14 to % hp, portable and 
tank-storage types — to meet all 

of your customer needs. Full line of 


accessories included, Each unit is 
backed by Johnson’s 75 years’ 


experience in the pneumatic 


equipment field... your assurance 


of quality that pays off in 


performance and dependability! 
80% DISCOUNT TO DEALERS! 


Immediate Delivery from 
Distributors’ Stocks. 


JOHNSON SERVICE COMPANY 


Compressor Division, Dept. 


Milwaukee 1, Wisconsin 


For more information use Handy Return Card, Page 71 


RED HEAD— 

the low-cost price leader. 
! For any % hp motor, 

engine, or pto. 


THE “200” SERIES — 
for larger jobs. Delivers 
up to 90 psi. 

BB 


C-143 


| 


POWER AIRE — 
Compact, self-contained, 
with \% hp direct-drive, 
capacitor-type motor. 


THE “400” SERIES — 
the heavyweight champ of 
the line. Up to 125 psi — 
2.8 cfm. Horizontal or 
vertical tank. 
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OW) from the makers of 


the world’s safest power saw... 
WRIGHT. 


this new all-purpose 
poilabl, power saw errr 


OPENS UP A RICH, UNTAPPED MARKET FOR YOU! 


Look at your new sales opportunities! a) 


@ Home Owners @ Farmers @ Gardeners @ Hobbyists @ Countryside Residents 
@ Do-it-yourselfers @ Resort Owners @ Landscapers @ Custom-work @ Contractor 
@ Orchardists @ Outdoorsmen @ Nurserymen 


...GET STEADY PROFITS <s 
THROUGHOUT THE YEAR! 


At last!... you’ve got a 

compact power saw you can 

recommend and sell to “= 
anyone! Sells for no more W iicd,ima 

than a power mower and — 
there’s no “‘closed season” 6 

on sales! Offers every 

advantage of Wright’s 

exclusive power-blade 

action—easiest to use 

—always smooth and 

dependable—no hazard 

from a whipping, kicking $13950 
chain. Take advantage of nationally 
the complete dealer helps advertised 
and counter display .. . free. retail price 
Get your share of the big, 

new sales—now! 


wy 


Complete with 
“WRIGHT MAKES IT FUN 16” blade. F.O.B. 


TO GET THINGS DONE—SAFELY!” Sheboygan, Wis. 
—it's Wright's national advertising 
theme, to be seen by millions in 
Farm Journal Popular Science 
Successful Farming Popular Mechanics 
Sunset Outdoor Life 
Field & Stream Sports Afield 
Progressive Farmer 


THOMAS INDUSTRIES INC. 


Wright Saw Division, WSH-9 
207 E. Broadway, Louisville 2, Kentucky 


RUSH ME THE FACTS! 
See that | get complete product and price information on 
the new, compact Wright 2016 Power-Biade Saw... pronto! 


COMPANY 
ADDRESS 
CITY. 
YOUR NAME 
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325 Air Pistols, Dart Games, and 
Accessories. The company’s product 
catalog for 1960 features the Marks- 
man 20 Shot BB Repeater that shoots 
pellets, BB’s, and darts. The catalog 
is in color and is fully illustrated, 
presents entire line of products. 
Marksman Products, 2101 So. Bar- 
rington, Los Angeles 25, Calif. 


326 Fishing Tackle. A_ special 
color insert featuring the “Big 3”— 
a new series of baits—is the special 
attraction of the company’s colorful 
64-page Deluxe Catalog which is now 
available. In addition to “what’s 
new,” the catalog contains fishing 
tips, special features, world records, 
and a section devoted to illustrating 
America’s most popular sports fishes. 
James Heddon’s Sons, Dowagiac, 
Mich. 


327 Store Equipment. Each item 
from ticket holders to a complete 
merchandising unit is fully illus- 
trated and described in a catalog 
which contains much information 
on store merchandising equipment. 
Reeve Co., 9249 E. Bermudez St., 
Pico Rivera, Calif. 


328 Ornamental Iron. Brochure il- 
lustrates three distinctive lines of 


HELPFUL 


BOOKLETS 
FREE! 


(Use reply card on page 71) 


TFC Ornamental Metal Grillework— 
adjustable columns and railings, fit- 
tings and accessories. The lines are 
Budget, Pace - Setter, and Imperial 
and are styled to excite buying ac- 
tion at any price level. Tennessee 
Fabricating Co., 1490 Grimes St., 
Memphis 6, Tenn. 


329 Dardevle Lures. The 1960 cat- 
alog provides a source for selecting 
size, weight, color, and pattern of 
Dardevles. It includes a full color se- 
lector backed with a cross-reference 
information table. Full information 
by size group or individual lures is 
shown throughout the book with fur- 
ther cross referencing to the color 
selector. Also included js a section 
called Dardevle Talks, containing 
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HOW MANY PRODUCTS 


“how to” information, fishing tips, 
etc. Lou J. Eppinger Manufacturing 
Co., 1757 Puritan Ave., Detroit 3, 
Mich. 


330 Sprayers. A 24-page catalog, 
U-60, illustrates the complete line of 
sprayers, dusters, and allied products, 
including five pages devoted to the 
Stroll’n Spray Compressed Air Series. 
Dimensions, specifications, and ship- 
ping information are indicated for 
each product. Universal Metal Prod- 
ucts Co., Saranac, Mich. 


331 Fishing Lines, Rope. In addi- 
tion to complete sections on mono- 
filament, casting, surf-squidding, 
trolling and fly line brands, and ac- 
cessory products, the color catalog 
for 1960 devotes two full pages to the 
new line of braided polyethylene 
ropes. Sunset Fishing Lines, Petalu- 
ma, Calif. 


342 Woodblend Putty Pencils. A 
4-page folder describing Magic Wood- 
blend Putty Pencils contains color 
samples of the 12 Woodblend shades. 
It explains how these can be rubbed 
over any type of wood to conceal nail 
holes and surface defects. Magic Iron 
Cement Co., 5403 Bower Ave., Cleve- 
land 27, Ohio. 


343 Tool Displays. A 4-page, 2- 
color leaflet lists and illustrates 18 
displays, containing 152 tools. All 
tools meet basic NRHA Turnover 
Handbook requirements. Displays 
feature assortments of wrenches, 
hammers, screw drivers, pliers, etc. 
Bulletin L-1611A. Vichek Tool Co., 
3001 East 87th St., Cleveland 4, Ohio. 


ARE YOU CARRYING?... 


If you've got 8 or more of our items in your store let me know, ~— re 344 


Measuring Tapes. A 10-page, 
colorful catalog contains detailed in- 
formation and illustrations of the 
complete line of precision measuring 
tapes and snecialty items. Modern 
merchandising aids available on all 
items. Atlantic Industrial Corv., 91 


OUR NEW LOCK-it : W. Runyon St., Newark, N. J. 
PREVENTS “FALL-OUT”’ ’ Py 


Yessir, no more loose nut problems with 

our new LOCK-it, the liquid lock washer. 

One drop seals and secures metal and Pr 
wood fasteners. It’s 69¢ for a 134 oz. pOUTO) 


tube, bubble-packed. Buy now! lax f 
cx it. “We were losing important vol- 


SEALANT ; ume before we had this depart- 
ei “ ment,” Matthews said. “Supplies 
for horse shows and rodeos had to 
be bought elsewhere. In some of 
the rodeo parades staged here, as 
many as 500 horses are ridden. 
And we have two or three such 
parades every year. Supplies are 
needed for practically every horse 
and its rider. 

“Horse shows also add import- 


and I'll have my mother-in-law send you a special present. 
Ask your jobber salesman to show you the complete line. 
It’s a best seller with Republicans and Democrats alike. 





Western Duds Boost 
Sporting Goods Sales 
cr (Continued from page 65) 
2 


























Cordially, 


=— Sales Manager and Son-in-Law 
CPD the only mother 
ORDER FROM YOUR JOBBER OR WRITE 


THE WOODHILL CHEMICAL co. 


“Originators and world's largest manufacturers of Plastic Aluminum” 
1390 East 34th Street Cleveland 14, Ohio 


Me after 4 weeks on 
the road with the kids. 


n-law approved line 
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Action spot. The Rubbermaid FP Merchandiser Unit. Integrated line 
of houseware items are neatly arranged — they help sell each other. 


“We get more business, attract more traffic 
with Rubbermaid’s FP Program!” 


says Tom Street, Owner, East Ridge Hardware & Supply Co., East Ridge, Tennessee 


“It’s one of the finest merchandising programs in 
my store. And Rubbermaid sales have gone up, be- 
cause it attracts the women.” 


Rubbermaid’s FP Program means 
Full Potential sales for you 


We take most of the sales-building steps for you— 
do it on a proven and continuing basic inventory 
control system that gives you all this: 


e Stocking the best-selling items and colors 


e Sales from self-service merchandising unit 


SOUTHERN HARDWARE for September, 1960 


2 


e Regular service from your wholesaler or Rubber- 
maid representative 


e Optimum stock turnover 
e Increased volume and sales per square foot 
Full mark-up 


Start to realize 4 times more sales and profit per 
square foot in your store, with the Rubbermaid FP 
Program. Call your Rubbermaid wholesaler or sales 
representative. Rubbermaid Inc., Wooster, Ohio. 


Kidbormuaid 


means better made 
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ARE YOU MAKING 
USE OF OUR 
READER SERVICE? 


The editorial and business staff of SOUTHERN 
HARDWARE is eager to serve you. One way in which 
we can help you is to make it easy for you to draw 
upon the wealth of technical and promotional materi- 
al available to you from manufacturers. 


In the accompanying pages are the descriptions 
of scores of useful catalogs, helpful literature, sales 
aids and new products. 


Check over the list of publications and inform- 
ative bulletins available; note the numbers of the 
ones you need on the handy return card coupon 
along with your name, title, company and address 
plainly written. We will tell each manufacturer to 
send directly to you the information you want. 


Address your requests to: 


READER SERVICE 
SOUTHERN HARDWARE 


806 Peachtree St., N. E., Atlanta 8, Georgia 
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ant volume through The Corral. 
Interest in horse shows seems to 
be growing everywhere. Televis- 
ion western programs are making 
people more horse-conscious than 
they have been in a generation. 
We weighed this carefully before 
we established The Corral.” 

When a rodeo or a horse show 
is scheduled for the area, newspa- 
per advertising is placed to call 
attention to the western wear de- 
partment. Throughout the year, 
however, special advertising is 
used. Envelope stuffers are used 
in statements. A small box in 
many of the general newspaper 
advertisements is devoted to west- 
ern wear and ranch supplies. The 
large front sporting goods window 
often shows riding and roping 
items 


Promotion 


Much of the promotion for The 
Corral, as for the general sporting 
goods department, is geared to 
growing boys. 

“We try to catch them young,” 
said Matthews. “Sporting goods 
promotions aimed at growing boys 
and girls bear long-time results.” 

Matthews sponsors the local 
Little League of baseball players. 
His own enthusiasm among the 
youngsters makes baseball sup- 
plies very profitable. The baseball 
glove and bat displays are among 
the most attractive in the store. 
The window also shows the well- 
known line of athletic supplies, 
usually coordinated with items for 
camping, picknicking, and riding. 

A profitable sideline activity of 
the sporting goods department is 
the promotion of athletic supplies 
to coaches. Matthews calls on the 
coaches of his area, offering his 
full line and wholesale prices for 
schools. 

“Enthusiastic contacts with 
young people build a_ sporting 
goods department,” Matthews as- 
serted. “Men of all ages fish and 
hunt, play tennis, go boating, and 
ride horses. But most of them 
formed their outdoor tastes when 
they were boys. We cultivate the 
boys who soon grow into men 
who become lifetime customers.” 

The sporting goods department 
has an unusually appealing im- 
pact. An impressive display of 
trophies is seen from the front 
door down the entire top wall sec- 
tion of one side. Deer heads, 
moose heads, several varieties of 
animal skins, stuffed wild fowl, 
stuffed wolves, coyotes, bob cats, 
skunks, foxes, coons, and other 
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IF YOU REALLY 
WANT CUSTOMERS 
TO CALL AGAIN... 


Sell them the best product the first time 
around ...a product that won’t backfire. 
Sure, some buyers might feel good at first 
if they think they can save a few dollars 
on a second-grade product. But once the 


purchase is made they forget the cut-rate, 
and then only look for performance. If it 


+ | isn’t there, they’ll come back. Sell them 
performance they can count on. 

You can sell cheaper roofing material 

than USS Tenneseal, but you can’t sell 


better. It’s strong—made from rugged gal- 
vanized steel. It lies flat and tight and 


won’t “hump.” The V-Drain shuttles water 
down the side and the pressure lip and 
triple cross crimp at the end won’t let 
water under. 

(ES 2 REE a NOES 


USS Tenneseal Roofing is no stranger to 
your customers. They’ve read about it in 
leading Southern farm magazines. It’s 


made in their part of the country and sold 
by their best dealers. USS Tenneseal Roof- 
ing is backed by the South’s finest name in 
steel—TCI. USS and Tenneseal are registered trademarks 


Tennessee Coal & Iron 
Division of 
United States Steel 


€5) This mark tells you a product is made of modern, dependable Steel. 
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WATER | AND EXPLODED-TIP® BRUSHES 
“BELONG” TOGETHER 


‘i any moisture from the new, water thinned paints .. . never 
get limp and soggy, or flare, but hold their shape and cutting 
edge. Exclusive processing of each filament insures capacity 
“pick-up” on every dip... and maximum release -with less 
stroking because “every tip is a brush.” Even the occasional 
T painter feels like a “pro”... less chance for brush marks, 

! too! THE WOOSTER BRUSH COMPANY, WOOSTER, OHIO. 


| | Exploded-Tip Brushes feel “alive”... because they don’t absorb 











a fresh point of view for your business | ‘ WOOSTER MAGIKOTER’ 





wild animals cover the walls and 
rest on the top of shelving. Many 
of these animals were taken by 
William and Bill Matthews. Some 
were bought, and others _ bor- 
rowed. 

“Nothing sparks a_ sporting 
goods department more than an 
interesting showing of trophies,” 
the elder Matthews commented. 
“Boys particularly like to see our 
entire collection every time they 
come in.” 

Bill Matthews has the entire 
sporting goods department in his 
charge. He waits on many of the 
customers. But during rush peri- 
ods, when he needs help, every 
salesman in the store is equipped 
to sell sporting goods and western 
wear. All personnel knows that 
sporting goods volume is wanted 
here because it is profitable, with 
important potential for future 
growth. 

> 


Display Defeats 
Downtown's Doldrums 
(Continued from page 49) 


He put in a neon lighted front 
with an entrance between two 10- 
foot display windows on either 
side, brightened a 90 by 27 foot 
interior with lots of fluorescent 
lighting, installed peg board walls, 
a line of glass showcases partly 
down one side. Instead of gondo- 
las, he got three sizes of hollow 
core flush doors, put table legs on 
them and lined them down the 
center in pyramidal form for dis- 
play tables. 

Then he cast about for a name 
for the store. It came to him like 
a flash—DOWNTOWN HARD- 
WARE. What else? A little later 
he noted the Chamber of Com- 
merce was using the _ slogan 
“Downtown Has Everything” in 
its Downtown promotional cam- 
paign. With the Chamber’s per- 
mission, he adopted it for his own, 
the “Downtown” now meaning his 
store and not the area. 

Mishkin is the first to admit 
that he knew practically nothing 
about hardware at the time. “I 
had never heard of a basic stock 
list,” he said, “so I just bought 
what I thought people would 
buy.” 

And, believe it or not, they did. 
He lined the wall of a full front 
window and one entire wall—100 
solid feet with “hard” hardware, 
and let it spill over to other areas: 


crowbars, plumbing supplies, nails, 
screws, bolts, etc. 

Mishkin lined the other side 
with sporting goods, leaving space 
in the rear for paints and an of- 
fice. He used the display tables 
down the middle mostly for toys, 
selling for 98 cents and above, 
and miscellaneous merchandise. 

He tried to cover each item 
with a broad price range. For ex- 
ample, he has hammers from 49 
cents to $5.95. He has pocket 
knives in an even wider range up 
to $12.50. 

One line he likes is barber tools. 
“Every time the price of haircuts 
goes up, I make a killing,” he said. 
Other featured lines include pow- 
er tools, garden tools, power mow- 
ers, high school supplies such as 
protractors and slide rules. 

When an item fails consistently 
to sell, he liquidates it with a 
price reduction, but he carries not 
one, but two Want Books in his 
pocket at all times. When a cus- 
tomer asks for an item not in 
stock, it goes immediately into 
the Want Book. 

“We make an effort to keep our 
stock complete and diversified,” 
Mishkin explained. “We display 
all items where they can be 
handled, if possible, with the price 
on each. With only myself, two 
clerks and a porter, we have to 
rely on a maximum of self-serv- 
ice. We use two percent of our 
gross for item and price advertis- 
ing, but we never advertise com- 
parative prices—no cut rates or 
reductions. That implies an item 
was priced too high in the first 
place or something’s wrong with 
hg 

A number of hardware dealers 
come in from Alabama and Mis- 
sissippi to see his operation. They 
wonder how he can sell mechan- 
ics’ tools and rural mail boxes in 
downtown Mobile. 

“Well, we sell everything in 
our stock that people use,” he re- 
plied, “by—Number One—stock- 
ing it, then offering little services 
like delivery on items of $25 or 
more, credit through banks and 
finance companies which we ad- 
vertise, and by displays which are 
moved and changed often. My 
windows are my best salesmen. 
They are changed at least every 
six weeks to be kept new and 
seasonal. 

“Diversification, display, and a 
good selling job, in a downtown 
location or anywhere else, are the 
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{| 
EXPLODED-TIP" BRUSHES 
“BELONG”...IN ALL PAINTS 


THE WOOSTER BRUSH CO WOOSTER, OHI 


keys to effective merchandising. 
“We've had this store now for 
two years. We are very happy 


saws, hammers, screwdrivers, lev- WOOSTER MAGIKOTER 
els, T-squares, augers, portable 


electric tools, pliers, C-clamps, 











For over thirty-five years SOUTHERN HARD- 
WARE has been a dependable guide to the whole- 
sale and retail hardware trade. Up-to-date informa- 
tion on all phases of the hardware business is found 
every month in its pages. 


The magazine has been built on a program of 
service to readers that covers: 


WINDOW DISPLAY INVENTORY CONTROL 
COUNTER DISPLAY EMPLOYEE RELATIONS 
STORE MODERNIZATION SERVICE DEPARTMENTS 
CUSTOMER RELATIONS CREDIT CONTROL 

SALES PROMOTION ACCOUNTING PROCEDURES 
ADVERTISING ASSOCIATION ACTIVITIES 


And very important, there is always local news 
about friendly people and their activities in the 
Southern and Southwestern hardware trade — a fea- 
ture that no other magazine has developed so fully. 


Each of these subjects is given special attention 
in its relation to the special needs and problems of 
Southern hardware men. 


Why don't you join this monthly get-together? 
The modest subscription price of only $2.00 for 
THREE full years of informative, value-packed read- 
ing is an outstanding investment in your future. 


If you aren't a subscriber, become one—or, if 
your subscription is about to lapse, renew it! The 
small expense will be returned to you many times in 
the thousands of pages of valuable information that 
will be yours for the next three years. 


SOUTHERN HARDWARE 


806 Peachtree St., N.E. 
Atlanta 8, Georgia 
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with the results.” 

Mishkin has nothing against 
suburban locations or shopping 
centers. 

“I just think that downtown is 
the place where people will con- 
tinue to go to shop,” he said. 
“Transportation is the primary 
problem. Just make it easy for 
shoppers to get downtown and 
they will go there. I was happy to 
see in an editorial recently that 
Jack I, Straus, board chairman of 
R. H. Macy & Co., expressed the 
same opinion. A lot of thought 
and effort is being placed on the 
transportation problem. I believe 
it eventually will be corrected. I 
can notice now an improvement 
in the parking situation, and a 
greater use of public transporta- 
tion, also a greater channeling of 
through transportation away from 
downtown.” 


Mishkin believes the shopping 
centers and drive-ins have a defi- 
nite place in the modern picture, 
and are doing a good job. “You 
might say a better job than most 
downtown businesses have done in 
the past,” he added. “The down- 
towners certainly haven’t been 
too foresighted. They were con- 
tented for a long time. 

“The shopping centers are mere- 
ly absorbing some of their busi- 
ness, but there is enough for all. 
And don’t overlook the fact that 
all that glitters in the shopping 
center locations is not gold. They 
have a high novelty value, but 
that is beginning to wear off even 
now. They have an expensive 
space and operation overhead. 
They have a high rate of obsoles- 
cence. They have wonderful park- 
ing facilities, but observe how 
much time these facilities are 
filled. Sometimes some of the 
lots, at least, are empty.” 

Mishkin said that even when 
the parking lots were filled they 
did not tell the entire story of 
shopping center customer traffic. 

“Shopping centers draw their 
traffic from very limited areas,” 
he explained. “They get people, 
all right, but they’re mostly the 
same people, those who go at least 
weekly and sometimes oftener, 
mainly for their groceries, and 
recurring purchases. You see very 
few new faces. That’s one reason 
shcpping centers can be so free 
with cashing checks. They know 
their customers. 

“That’s wonderful for the sale 
of milk, bread, flowers and other 
daily used perishables, but what 
about hardware?” 

Mishkin quickly answered his 
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More than 1,000 leading manufacturers of hardware, housewares and allied 
items ... lawn, garden and outdoor living products invite you to a spectacular 
“preview to profits’. Plan now to attend the most complete and diversified 
trade show in America. Fill out and mail the coupon now for your 
free badge of admission. 


. NATIONAL HARDWARE SHOW 

} Suite 1103, 331 Madison Ave., New York 17, N.Y. 
Please check below if you wish us to make hotel reservations for you. 
(Please Print) 


| NAME TITLE 


NATIONAL ram 


STREET 


: 
HARDWARE SHOW | sy 
| 
: 














TYPE OF BUSINESS 
Executive Offices: 331 Madison Avenue Please check below the classification of your business. 


New York 17, N. Y., MUrray Hill 2-4802 Wholesaler Reteller | | Dept. & Chain Store Buyer 
importer-Exporter Mfgrs: Agent Manufacturer | | Other 
Please send us your hotel! reservation blank. 


i Minors under 18 yrs. of age will not be admitted under any circumstances. 





PLEASE FILL OUT COUPON AND MAIL é 
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own question. 


“A housewife doesn’t buy a 
| / hammer every week. A 15-cent 
DIFFERENT: package of nails or screws lasts 

Me 


her for months. 

“A hardware store has to have 

Th ONLY LG new traffic, different traffic to 

e sell non-perishable merchandise. 

e We can get that Downtown which 

of Its Kind draws from not one section of the 

city, but from all areas. Many of 

my customers are from other 

towns. For example, whenever a 

ship docks in Mobile, I know it 

instantly by the class of custom- 
ers it brings.” 

Mishkin said that some inde- 
pendent retailers had left estab- 
lished downtown locations for 
shopping centers, believing they 
THE ONLY were escaping competition, only 
SWITCH WITH to find they were getting into 

BOTH keener competition. 


“That is especially true of the 
SV t ¥ é Pec hardware business,” he continued. 
“TI know dealers who had no close 


15 and 20 A—120-277 V AC ONLY competition downtown, but when 


they went to a shopping center 

they got right into the middle 
AUTOMATIC POSITIVE ACTION of concentrated competition. The 
Patent No. 2,743,330 food market, the heart and excuse 
for most all shopping centers, of 


Works Mechanically . - Not Manwally course, has a hardware and house- 








wares section. So does the drug 
store next door, and so does the 
variety store next door to that, 
and maybe some others like furni- 
ture and garden stores. So the in- 
dependent retail hardware dealer 
is only swapping the devil for the 
witch in moving to a shopping 
ow 2 center. 
FED. SPECS. . “And don’t ever think that com- 
petition is not a two-way street. 
The shopping centers have it as 
well as anybody else. Otherwise, 
is why would they be spending 
SINGLE POLE : thousands on amusements and 
sot setae th rides for the kiddies, trading 
INTERCHANGE TYPE stamps, cash door prizes. and a lot 
of other come-on gimmicks?” 


THE SWITCH WITH All Mishkin feels very strongly 
THE ADVANTAGES about the whole thine. He is hap- 


py that he has a downtown loca- 


AT NO eZ nerSome people may think I’m a 
EXTRA COST \EAGLE) || Mis beim" be sais, “but Thad 
STOCK AND SPECIFY Downtown—and I made it because 


I’ve got faith in Downtown. 
TOUCH-A-MATIC “Like Churchill said, ‘There’ll 


always be an England,’ I say 


CASH IN ON THE DEMAND ‘There'll always be a Downtown’.” 
FREE SAMPLE UPON REQUEST 


See the TOUCH-A-MATIC at EAGLE booth No. 196 
Oct. 24-26 NECA Exposition — Las Vegas, Nevada 
For information on 


EAGLE ELECTRIC MFG. CO., INC. sates as 


See Page 116 






































“PERFECTION IS NOT AN ACCIDENT" 
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Promotion, ever! on fast moving 


Spring Garden 
Accessories 


3SQUARESPRAYS’ retail dealer’s 


The only sprinkler that really waters and sat- value cost 

urates a square area from 2’x 2’ to 35’x 35’. 

GETS THE CORNERS! SAVES WATER! 

NO WET WALKS! Designed for tandem 

hook-up to allow several SQUARESPRAYS 

to be used in series. Built-in cartridge chamber ; $5 9] 
8.85 


MERE SAREE! 4 x ’, PROFIT 


DEALER BUYS 


allows fertilizing while watering. All metal 
construction. List Price: $2.95 each. 





1 2 BOXES (1 Counter Display) 
WATERFEED"’ 30-10-10 


FOR LAWNS: Concentrated, cartridge-form 

fertilizer, water-soluble. WILL NOT BURN. 

Odorless. Non-toxic, safe for use around chil- 

dren and pets. One cartridge will effectively 

fertilize 50 sq. ft. For use with SQUARE- 

SPRAY® #954 WATERFEEDER® and $ : 
other fertilizer applicators. Box 20 cartridges. 

List Price: $1.00 





6 each (1 Counter Display) 


WATERFEEDER’ MopeEt 954 


Fertilizer applicator for cartridge or tableted 

water-soluble plant foods. Attaches to any type 

watering or sprinkling device, SQUARE- 

SPRAY®, soaker, hose, faucet, etc. Holds as $ 
many as 4 WATERFEED® cartridges at one $1] 94 

time. List Price: $1.99 each. * . 





2 BOXES BULK-PACK 
WATERFEED’ 30-10-10 


The economy-pack. Contains 200 fertilizer 

cartridges. Once your customers buy WATER- 

FEED® in regular size pack, they want to 

buy bulk-pack fertilizer cartridges and save. $ 

Takes small space but returns big profit. 4g 90 5 94 
List Price: $4.95 each. . * 


AND YOU GET 3 
SQUARESPRAYS 


FREE ‘385 0.00 
ee $5154 $27.03 


PLUS: FREE POINT OF PURCHASE $51.54 
MATERIALS, SHELF TALKERS, STATE- a profit . 
MENT STUFFERS included in each promo- £ 48% 27.03 

= $24.51 PROFIT 


tion package. 
on fast moving garden products that 
relate to eachrother for multiple sales. 
Please order by name 
. > romotion Pack +156” 
No orders accepted after January 31, 
1961. Delivery anytime. Order as many 


Centributions to finer gardening as you like but order NOW. If your 
jobber is unable to supply you con- 


PROEN PRODUCTS CO., 9th & Grayson Streets, Berkeley, California 4.4 the PROEN PRODUCTS CO. 
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best @ 
Performance: 


in dealer sales and on the job! 


7 Y .. 4 
SS Coe 
A 
Well-satisfied customers and healthy repeat sales breed j 
strong turnover and a good return for dealers handling ; 


from Taylor's 87 years’ experience in chain manufactur- 


ing and merchandising. Investigate your profit potential y) 
with TM Chain. Call your wholesaler or write today. 


Proof Coil, BBB, Machine, and Coil Chain e Log Chains e Utility 
Chains e Animal Chains e All types of Weldiess and Stamped 
Chain e A full line of chain fittings and attachments. 
BBB 4 ~~ = TM Chain 
Proof Coil in 5 Salesmaker 
ay-Pails 


— 


aylor bt 


ade 


SINCE 
1873 
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the solid line of TM Chain. Such performance stems f 
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Special Items 
in Poly Bags 


Visit our Booth 467 
NATIONAL HARDWARE SHOW 


S.G. TAYLOR CHAIN CO., Inc. 


Hammond, Indiana 





Merchandising Guns 
and Ammunition 
(Continued from page 53) 


forever. Based on your knowledge 
of customers, markets and prod- 
uct, set up your inventory on the 
basis to meet the needs of your 
area. During peak seasons, keep 
an especially close check on stocks 
to be sure you order new supplies 
of any items that are selling fast. 

There are numerous other ideas 
that we could add to this list, but 
the above six steps cover the main 
points. The last thought we would 
like to leave with you, though, is 
“don’t forget to close the sale.” 
You can do everything else per- 
fectly, but if you don’t ask for the 
order, it has all gone to waste. 

While the above ideas are not 
offered as a “cure all,” they do 
represent a collection of thoughts 
we've gleaned from _ successful 
dealers over a period of years. We 
hope you’ll find they’ll help you 
to increase your gun and ammu- 
nition business this year. 


+ 


Sporting Goods—Door 
to Hardware Sales 
(Continued from page 55) 


We can hardly handle what we 
have now.” 

Zivitz and his brother, Manuel 
Zivitz, store president, do not 
believe they are neglecting sport- 
ing goods. They are merely afraid 
that any further emphasis might 
unbalance their traditional estab- 
lished lines, which also must be 
pushed. 

“We prefer to leave well enough 
alone,” explained Sam _ Zivitz. 
“Even what we are doing now is 
no credit to our ingenuity as 
merchandisers. It’s just an acci- 
dent. 

“Four years ago we lost a four- 
story building to construction of 
a new courthouse. We had to move. 
Our present location was the 
largest suitable downtown site 
available. 

“When we moved, sporting goods 
was the last line that came out of 
the old store. By that time the new 
store was filled. We had to put 
sporting goods by the front door to 
get them into the building. 
They’ve been there ever since. 

“Any number of salesmen of 
other lines have tried to beg, 
threaten and persuade us to move 
them, but they’ll stay where they 
are—at the front door, They sell 
hardware there.” 
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Teeryeem cote tet eeeme HC EASIEST WAY IN THE WORLD 
if profit is your 


T0 DRIVE AND REMOVE sepews 
VERSAMATIC | | . 


is your product! 


1. After dr 


illing pilot holes 
Versamatic 


simply attach a 
to electric dril]. 


Fits any make. 


Supreme Versamatic 


i iple the 
i ly double or trip 
Jersamatic can easil, - = 
he of a portable drill. Drives screws of ~ 
size—one or ten thousand—with "i he 
precision. Reverses for screw removal. 
for nut running—on or off. 


2. Place Screw in hole: 

rive it easily with 
slight forward pres- 
Sure... hol 


3. Your fingers act as 
aclutch ., . Starting, 
Stopping action in- 


d housing Stantly. Simple and 


G! in fingertips. Safe... no blisters, 
CKIN 
MORE AD BA 

Versamatic puts your 





Power drill into low gear... 


: . ] «by means of 7 to] 
a 1; Speed reduction. 


| Gives your dri 7 
, | times more power, 
DELIVERS MORE PROFIT! ) 


—— 


MADE BY THE MAKERS oF 
SUPREME BRAND CHUCKS 





4. Versamatic runs in 
reverse for removing 
Screws. You won’t be- 
. ‘t ig SUPREME PRODUCTS 
] h t 

until youteyit; CORPORATION 


2222 $ CALUMET, CHICAGO 


Sold by leading tool dealers...$14.95 list 


Versamatic necision ISR] enoovers 


SUPREME PRODUCTS CORPORATION 


ALUMET AVENUE, CHICAGO 16, ILLINOIS 
ee | 
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Marine Hardware Makes 
Big Sales Splash 
(Continued from page 57) 


persons who already own boats, 
but any boat sale offers a fine op- 
portunity to sell up to $500 worth 
of accessories. These might include 
a windshield, battery and water- 
proof case, steering, convertible 
top, running lights, horn and 
camping equipment. When all of 
this is mounted on the boat, and 
when the boat sale is financed as 
most are these days, it is not hard 
to sell the complete package. It 
would take quite a chunk of cash 
to buy these accessories separately, 
but in a package deal it means 
only a couple of dollars more per 
month. Since they all are necessary 
for fullest enjoyment of the invest- 
ment, we try to sell the package.” 

While boats sell accessories, ac- 
cessories also sell boats, says La- 
grange. Boating has been popular 
for several years now, and many 
persons bought their boats when 
current accessories weren’t avail- 
able. Any boating or fishing en- 
thusiast is a potential accessory 


customer, and his own enthusiasm 
for the activity presells him before 
he even sees the item. So boaters 
quickly get into the habit of going 
into marine salesrooms to look. 
And if their boats are more than 
two or three years old, they are 
prime prospects for new boats or 
bigger motors. New boats and 
motors are the big ticket items of 
the business. 

“It’s obvious, then,” he adds, 
“that completeness is very im- 
portant. The boat owner looking 
for accessories will look to the 
places that have the widest selec- 
tion and that are most apt to have 
the newest ideas in accessories. 

“On the other hand, the boat 
shopper wants to go to the place 
that offers the widest selection of 
accessories also. Since boats sell 
accessories, and accessories sell 
boats, the accessory department 
must be complete. 

“Also, depth display helps great- 
ly. When a shopper sees only one 
of an item he might overlook it. 
But when he sees five or six or 
more he knows subconsciously that 
this is something boaters need. In 


thinking about it, then, he’ll justify 
his purchase in his own mind be- 
fore the salesman ever gets to him. 


“To carry a complete stock of 
boats and motors, I don’t think it 
is necessary to have a wide variety 
of lines. Since our business is 
hardware, we can’t go overboard 
in marine inventory. So we carry 
only the best known lines of good 
quality. Extra cheaper lines would 
only multiply our inventory in- 
vestment. One known line of 
motors in all sizes makes a com- 
plete selection. One or two lines of 
boats, covering pleasure and fish- 
ing markets, makes a complete 
selection. And this way we don’t 
have to compete against ourselves 
in selling other brands.” 


So it’s controlled, but it’s com- 
plete. That means it’s clean and 
neat from the business office point 
of view, and it’s got everything 
from the customer’s point of view 
with the exception of price com- 
petition within the showroom. And 
this, says Lagrange, is the best 
assurance of success in a marine 
department. 
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Mr. Dealer — Here’s the Broom Rake with 7 
Superior Sales Features and at an attractive and 
competitive price. It’s the — 


UGGED [FLAT WIRE + TEMPERED 


OBER’ 


BROOM RAKE 


CHECK THESE FEATURES 


1. The cover plate is held by tabs 
from both the frame and the plate. 
It is secure for the life of the steel. 


2. Reinforced neck is part of cover 


5. Year of manufacture is en- 
graved on every Rugged Robert 
broom rake, and each rake is un- 
conditionally guaranteed for two 
years. 


plate. Double strength at this point 


guarantees long life. 


3. Semi-circular depression 


4. One-piece frame insures per- 


manent shape and rigidity. 


6. Highest quality materials are 
used throughout, and enamel paint 


traps is baked on for high gloss and 
tines. They can never come loose. 


point-of-purchase appeal. 


7. Handles are smooth, #1 hard- 
wood with a clear lacquer finish. 


A POPULAR ITEM FOR A FALL PROMOTION 
ORDER YOURS FROM YOUR JOBBER 


SWING AND WELL 


er 


a4 


CHAINS @ 
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THE HIGH STANDARD MFG. CORP., HAMDEN 14, CONN. 
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S NEW MODELS 


and Z OLD FAYORITES 


HI-STANDARD pioneered the nine-shot .22 caliber 
Western “authentic” handguns with the two “Double- 
Nines” pictured just below. Thousands .. . in the 
hands of shooters coast-to-coast... prove the appeal 
cf these features: single-and-double action, extra 
safety in “rebounding hammer” with automatic 
safety block, single-stroke multiple ejection for faster 
reloading, traditional styling in frontier heritage 
design. NOW ...HI-STANDARD offers you 8 all-new 
models of these world-famous “Double-Nine” orig- 
inals. Al] grand-new handguns pictured on the right 
have gleaming onyx-black metal parts with choice 
of grips and barrel lengths. All these brilliant-black 
models give you finger-tip swing-out cylinders with 
brand new spring-ejector! And every one fires .22 
shorts, longs, and long rifles! 


DOUBLE-NINE 

Cat. No. 9170 (Nickel) 
$49.95 Net wt. 28 oz., 
Packaged wt. 46 oz. 


DOUBLE-NINE 


Cat. No. 9169 (Blue) ‘ 
$44.95 Net wt. 28 oz., 
Packaged wt. 46 oz. 


NATCHEZ* Cat. No. 9182... styled after river- 

boat persuaders of a century ago, nine-shot .22 
caliber “Natchez” has white grips. Note “lightning” 
shape in old Mark Twain tradition! Famous “Double- 
Nine” single-and-double action with spring ejector 
assures you fastest reload, rapid fire with all .22 short, 
long or long rifle cartridges. Net wt. 26 oz., Packaged 
wt. 47 oz. Add NATCHEZ to your “new-old” western 
gun collection . . . $52.50 


LONGHORN: Cat. No. 9176 . . . a dead ringer 

for the open range sidearms of the Old West. 
Stake your claim to this nine-shot .22 caliber LONG- 
HORN model .. . ivory-style grips feel] right in any 
weather, the 5%” barrel balances like justice! Net wt. 
28 oz., Packaged wt. 49 oz. Only $49.95 


3 POSSE~ Cat. No. 9181 .. . oldtime sheriff's 
favorite with ‘‘snubnose” 342" barrel and shaped 
American-select walnut grips that sure mean business! 
Brass finish back-strap and trigger guard gives gleam- 
ing contrast to the black-glass metal parts. Net wt. 23 
oz., Packaged wt. 43 oz. Same rapid-fire and reload 
features as all “Double-Nines” . . . $52.50 


@ LONGHORN: Cat. No. 9177 . . . designed like 
guns that oldtime fancy-dans just couldn't duel 
without. Pure-white grips contrast with glistening black 
metal frame and 942" barrel. All operating features of 
the “Double-Nine” line . . . but with a swagger! Net 
wt. 33 oz., Packaged wt. 63 oz. Price: $56.50 


LONGHORN: Cat. No. 9179 . . . the dressy 

western with Stag grips for steadiest fast-firing 
.. . 54%” barrel for instinctive point-and-shoot. Here’s 
all the rugged gun you get with every “Double-Nine” 
. . . and new looks you can't resist. Net wt. 28 oz., 
Packaged wt. 49 oz. Holster this one now for $54.50 


LONGHORN: Cat. No. 9180 . . . long-barrel 

(942") plainsman’s style of sidearm originally 
built for fine-bead shooting at distant targets. Here's 
accuracy plus custom-fitted American walnut grips... 
all other “Double-Nine” famous features. Net wt. 33 oz., 
Packaged wt. 63 oz. . . . $59.00 


LONGHORN: Cat. No. 9175 . . . oldtime “Fifth 

Ace” when poker luck ran out... . today, a top 
kit-gun with any .22 LR, Long, Short or Hi-Speed Short. 
Anything any .22 can do, this 442" barrel, white-grip 
“Longhorn” will do . . . better! Net wt. 27 oz., Pack- 
aged wt. 48 oz. Own this winner; show $49.95 


LONGHORN: Cat. No. 9178... “pearl-handled” 

top performer west of Pecos and long ago — 
now a perfect plinker with 442” barrel, fastest action 
(as with all-new “Double-Nines”). You take “old Texas” 
right in hand with this new LONGHORN model. Net 
wt. 27 oz., Packaged wt. 48 oz. . . . $54.50 


THE HIGH STANDARD MANUFACTURING CORPORATION 


Hamden 14, Connecticut 





Get The Brush Off 


Want to get brushes off your counters and into your cus- 
tomer’s hands? It’s a lot easier when you carry the ones 
that are known for quality and dependability . . . Oxco’s 
Red Breast Whisk being an excellent example. 


Construction the finest. Materials genuine Ox 
palmetto fibre, the filling material that’s always uniform 
in quality and price. Value .. . a retail price that gives 
full value to consumers, full profit to retailers. 

The lady bought her whisk from the Oxco #12 Brush 
Merchandiser, a monotonously profitable occurrence in thou- 
sands of stores across the country. Our #25 Merchandiser, 
which very neatly holds twenty-five, instead of twelve brush 
styles, has an equally dependable sales record in larger 
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stores. Both units have more impulse sales punch than a 
boxing kangaroo. 


Your Oxco Jobber should be along any day now, with 
detailed data on these merchandising units and other Oxco 
products. Don’t give him the brushoff. Give him an order. 


THE LINE THAT 
MOVES 


OX FIBRE BRUSH COMPANY, INC. 


PReoeRicK ‘E84 manntiane 
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FOR SATELLITE SALES STANDARDIZE 


ge SB page Smart retailers are cashing in on “satellite” sales— 100% 
sales made in addition to the items for which the ° 


customer came into the store. ON SOUTHERN 
One of the sure ways to create your own “satellite” 
sales is to stock and display the eye-catching new FA TENE 
boxes of Southern Screws bearing the NRHA-approved S RS 
label system. These packaged profit-boosters are easier to sell because Southern helps 
pre-sell them in year-'round ads in the most popular craftsmen's magazines. Thus your 
customers know that Southern Screws have quality that is more than a promise. 
Remember, you can stock as many seasonal items as you want, but there's never an 
off-season for fasteners. They move year in, year out—and Southern Screws move 
faster than the unknown brands. More profit in Southern, too, when you sell ‘em by 
the box! 
Put Southern Screws in your want book today. Better yet, call your Southern dis- sceew COMPANY 
tributor right now! | ae 
Sold Through Leading Wholesale Distributors. Warehouses: New York ® Chicago 
Dallas * Los Angeles. 


Wood Screws . Stove Bolts . Machine Screws & Nuts . Tapping Screws . Carriage Bolts Wood Drive Screws 
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| 
PUMPS and WATER SYSTEMS 
ARE MORE PROFITABLE 


| eeeeeeeeeeeeoeeoeeoeeseeeeeeeseeeeeeeeeeee 


\ 
1 A high quality prestige line of subs and jets 
\ 


2 Superior features and performance make selling easy 


3 High quality insures customer satisfaction and 
\ a minimum of service 


4 Powerful sales promotion assistance tailor-made 


to your market 


\ 
BW Here, at last, is a high quality 


prestige line of water systems 
with the high profit potential that you’ve 
been looking for! Complete lines of both 
jets and subs. Solid, enduring quality that 
has disappeared from many pump lines. 
Outstanding performance. Exclusive fea- 


tures that you can really sell. Powerful 
sales assistance, tailored to your individ- 
ual needs, from both wholesaler and 
manufacturer. Commander offers you the 
surest way to get into the water systems 
business fast and profitably. Write or wire 
for the full story today. 


Take advantage of this long-range high profit potential 


=) 


_ 


A complete line of 4” Commander submersibles 
in both 2-wire and 3-wire models. Also 6” Com- 
mander subs for the highly profitable industrial 
and commercial jobs. —"« 


7 


Commander ‘‘Economy”’ 
jets to dominate the most 
competitive market situa- 
tion at a profit. Commander 
deluxe quality jets for max- 
imum volume and profit. 
Everything you need to 
make you the No. 1 pump 
headquarters in your area! 


a | 





Commander division / The Tait Manufacturing Company ;' Dayton 1, Ohio 
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NOW’S THE TIME TO GET SET 
FOR POWER MOWER SELLING! 


& 
Pennsylvania 
Power Mower 
Division 
backs up its merchandising 
jobber-partners with... 


Proven Merchandising 
Programs 
Consumer Promotions — backed by National 


Advertising, strong point-of-sale materials, and 


Co-op advertising. 


Dealers’ Promotions—backed by hard-hitting 


trade advertising and direct mail. 


Exciting New Promotions to make merchandisers 


out of your salesmen. 


Realistic Profits 


105C 


Special Note to Merchandising Dealers: 

Your Pennsylvania Distributor has a new Bonus 

Buy plan that will really produce extra power 

mower action for you! Ask him about your free 

gifts, your Bonus Buy double discounts, and 

special promotions to give you a head-start on 
competition! 


We sincerely believe that Pennsyl- 
vania has the most advanced Lawn and Garden 
Merchandising Program in the Industry. We 
realize that this is a bold and broad statement 
and we ask you to judge for yourself. If you 
want to make money on mowers—Wire collect, 
Cal Shera, Marketing Manager. 


PENNSYLVANIA 


POWER MOWER DIVISION 


American Chain & Cable Company, inc., Stevens Lane, Exeter, Pennsylvania. 
Executive Offices: Bridgeport 2, Conn. Export Dept.: 230 Park Ave., New York 17, N. Y. 
Canadian Sales Agents: John A. Huston Co., Lid., Toronto 10, Ont., Canada. 
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_ GRESTOLOY END CUTTING SIPPERS 
| (No. 72, 6”. Also in 7” size. 


Each and every —™™ 


CRESTOLOY PLIER is 
oun individually tested! 


CRESTOLOY LINEMENS’ SIDE 
CUTTING PLIERS 
4 








When you choose a CRESTOLOY 
PLIER you know you are getting top ees ee HARDWARE DEALERS every- 
value and proven performance. After | Soop ase Spentaging . hele saat 
. ; “Fy sales with Crescent Display panels. 
rigorous factory testing for ease of cut- | + Designed for wall, counter, table 
ting, hardness of blades and strength, | or ee display, they can a 
. use wi various mounting » 
each tool that passes these tests is tagged gases. Ack your jabber fet devils. 
with the certifying tag reproduced 
above. CRESTOLOY PLIERS are 
available in more than a score of pat- 
terns including the five popular types 
illustrated. 





CRESTOLOY PLIERS are 
“Your Fingers of Steel’ 
® 


Crescent is our trade-mork, registered in the United Stotes and abrood, for wrenches and other tools. Sold by leading distributors and retoilers everywhere and made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
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First Year Tackle 
Volume: $75,000 
(Continued from page 59) 


into one that worked to its advan- 
tage. Instead of remaining idle 
and having sportsmen compare 
unfavorably its higher prices with 
reel prices in many other estab- 
lishments, the comparison worked 
to the advantage of the Roberts 
department and the _ resultant 
comparison moved most of the 
reels bought for the occasion. 

The department sold about $75,- 
000 worth of tackle and related 
merchandise during its first year’s 
operation. The second year’s pros- 
pects are for better than $100,000 
volume. 

The tackle is in a conspicuous 
front area of the store and it occu- 
pies one front window. It is to the 
immediate left of the main en- 
trance and to the right of the 
side entrance leading from a park- 
ing area. Nobody enters the store 
without seeing the tackle section. 
That the fixtures and entire color- 
scheme are a bright yellow is not 
a matter of chance. The color was 
selected because of its merchan- 
dising value. 

The department is 39 feet wide 


and 18 feet deep. In addition, 
there are two display fixtures 
across the aisle from the depart- 
ment which also show fishing ac- 
cessories, such as tackle boxes, 
wading boots, caps and hook 
boxes. 

“We believe in the merchandis- 
ing value of featuring quality 
tackle,” declares Mr. Campbell, 
“but we also recognize the neces- 
sity of meeting competition. We 
can do that by quantity buying. 
This not only gives us a better 
price but it provides us with 
enough merchandise for mass dis- 
play, and that is important, be- 
cause much of the tackle depart- 
ment business is a result of im- 
pulse buying. We rely on attrac- 
tive competitive prices of specified 
items to bring people in, and mass, 
open display to cash in on impulse 
purchases.” 

The department displays about 
150 rods in an open upright rack 
where everyone may remove and 
examine any rod. And there are 
from 400 to 600 rods in stock at 
all times. “We sell a lot of rods,” 
Mr. Campbell declares, “and the 
main reason is that we carry 
enough stock to give any customer 
the sort of rod he wants and the 


price he wants to pay. And we 
show them so well that if he 
comes to the department for a 
couple of perch hooks he still sees 
the rods and is attracted to them.” 

Another line of goods that has 
done a lot toward building depart- 
ment traffic as well as add to vol- 
ume is the assortment of items, 
such as hooks, swivels, leads. An 
entire fixture is devoted to the 
display of this terminal merchan- 
dise in individual bins and indi- 
vidual cartons. Mr. Campbell has 
found that attractively-packaged 
terminal goods are selling well 
and packaging increases the aver- 
age sale by as much as 100 per 
cent. A perch fisherman comes in 
to buy perhaps four small hooks 
for a nickel or five or six for a 
dime. He sees a package of hooks 
he likes even better and they sell 
at 29 cents. So he buys the pack- 
age instead of four for five cents. 

“Terminal merchandise is about 
the best traffic-builder we can 
handle,” Mr. Campbell declares, 
“and just because a boy comes in 
to buy a nickel’s worth of perch 
hooks and two sinkers for a nickel 
doesn’t mean that he will not 
spend money for rods, reels and 
lines.” 
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For faster sales, easier profits, sell the Lyman line! 
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A youngster who had been in 
several times browsing around the 
department and buying five or ten 
cents worth of small hooks, corks 
or sinkers, one day came in with 
his father. He guided him over to 
the rod rack. “It’s this one right 
there, Dad,” he said. His father 
bought the rod and reel to go with 
it, as the boy’s birthday present. 
The youngster had sold himself 
on the two items while shopping 
mainly the terminal display and 
spending his nickels and dimes. 

Extensive open display and reg- 
ular newspaper advertising make 
it possible for the department to 
turn tackle stock four times a 
year in spite of its buying in ab- 
normally large quantities in order 
to earn maximum discounts. 

“If there is any one thing that 
has contributed more than any- 
thing else to the rapid growth of 
the department,” declares Mr. 
Roberts, “it is quantity buying. If 
you don’t buy right, you can’t sell 
right; and if prices are not com- 
petitive you can’t blame sports- 
men for seeking out discounts and 
bargains elsewhere.” 

Another special display is a per- 
manent showing of fishing lines. 
This merchandise is shown on a 


fixture at the lower end of the 
tackle department and it is high 
enough to allow proper showing of 
every size and type of line needed 
in local waters. A fisherman may 
buy any kind of line from a 5/16- 
inch deep-sea cord to the smallest 
nylon used locally, and every one 
of them is on display for the cus- 
tomer’s examination. 

The only merchandise not in 
open self-service displays are the 
better quality reels. These remain 
in a glass showcase across the 
front of the department, where 
they may be seen but not promis- 
cuously handled. Most display 
fixtures are built so that the dis- 
play surface angles downward to 
allow maximum display. Each has 
a backing of 14-inch pegboard, 
which also serves as additional 
display space. 


Archery Market Booms 
(Continued from page 61) 


selves ... that is, to choose a bow 
that is too heavy. If a beginner 
attempts to begin archery with a 
bow that is too heavy for him to 


draw, shoot, and control comfort- 
ably, he will soon become dis- 
couraged and as a result he will 
more than likely give up the sport. 
Emphasize to beginning archers 
that archery is a test of skill, not 
of strength! 

For most men, target bows are 
35 to 45 pounds draw weight. 
Most women shoot a 20 to 30 
pound bow. Hunting bows should 
be 10 pounds or so heavier, de- 
pending on the individual. Bows 
for boys and girls are correspond- 
ingly lighter. Beginning archers 
acquire skill more quickly by 
starting with a comparatively 
light bow, then “graduate” to a 
heavier bow as they become more 
proficient. 

Bow weight is determined by 
the number of pounds pressure 
necessary to draw the bow to full 
draw. Most bows are weighed and 
measured at 28”; some at 26”. 

The final step in fitting the cus- 
tomer is to see that the arrows to 
be purchased are of the proper 
spine—or stiffness—for the weight 
of the bow. More flexible arrows 
are used with lighter bows .. . 
stiffer arrows with heavier bows. 
The spine measurement of the ar- 
rows determine the bow weight 





sales in sights and scopes! 


» + « quality scopes priced for fast sales: 
All-American Scopes now in 242 * 3° 426+ 8 10 power —all 
remarkable values for the price: needle sharp and bright, rugged, 
fog-proof, and precisely adjustable. Made to last, engineered to stay 
trouble-free. And there’s a set of sturdy, compact Tru-Lock® mounts 
for many popular rifles to make tie-in sales a breeze. 

Get set for the varmint trade: All-American 8- and 10-power scopes 
with adjustable objective-lens focus sell on first sight! 


- ++ the broadest line of metallic sights: 

the best receiver and front sights made — and the best-known of all. 
One or more combinations for just about every rifle— and any kind 
of shooting! 

Sell these popular performers! Each one is alone in its class — backed 
by the Lyman quality tradition and the biggest promotion ever. 


Cash in on the surplus rifle bonanza: Lyman has the front and rear 
sight for every surplus Springfield. Enfield, Mauser! 


&F @ :: 


bead sights target front sights folding leaf sights shotgun sights 


All-American 4-power scope 


All-American Tru-Lock® mounts 


Send tee new catalog 
ING EQUIPMENT + SIGHTS +» SCOPES + SHOTGUN CHOKES 


an a hed 


THE LYMAN GUN SIGHT CORP.. MIDDLEFIELD. CONN 
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for which the arrows are best 
suited. Recommended bow weight 
for arrows is clearly marked on 
all arrow cartons. 

As for the sale of packaged sets, 
fitting is simplified because the 
arrows packed within a set are 
matched to the bow and to fit the 
set to the customer all the retailer 
needs to know is the individual’s 
draw length measurement, then 
select a set that will fit both 
in draw length (determined by 
length of arrows in set) and bow 
weight. Some sets are packaged 
for various age groups and usually 


the end label on the set will indi- 
cate the age group for which the 
set is intended. 

A great investment is not neces- 
sary for a retailer to put in an 
initial stock of archery equipment. 
Depending upon the extent to 
which a retailer wishes to feature 
archery in his establishment, an 
initial stock order can vary from 
$125 net to approximately $450 
net. 

A minimum initial stock order 
of $125 net should include sets 
for all age groups, bulk packed 
arrows (packed in gross and half- 





roR. Cc 


Gold Medal Cotton Seine Twine 


The favorite of fishermen for generations... uni- 


form, strong, easily worked. 


Gold Medal Continuous Filament 


Nylon Seine Twine 


The finest Nylon seine twine... rotproof, long last- 


ing...requires minimum care. 


-»-And Now Nyak Seine Twine 


A synthetic twine of great strength and durability 
...Offers the principal advantages of Nylon at a 


saving. 


® ORDER FROM YOUR JOBBER 


THE LINEN THREAD CO., INC. 


BLUE MOUNTAIN, ALABAMA 


Makers of Quality Twine Since 1784 
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gross display cartons) and a lim- 
ited selection of leather goods— 
gloves, tabs and quivers. A more 
representative selection should in- 
clude in addition to the abeve; 
bows, dozen and half-dozen 
packed arrows and a broader se- 
lection of leather goods. To fea- 
ture a complete line of archery 
equipment, this would entail an 
investment of approximately $450 
net. The selection should include 
sets from the smallest juvenile 
set to the larger hunting sets, 
bows from inexpensive hickory to 
fiber glass and custom quality 
laminated bows, arrows in bulk 
pack as well as dozen and half- 
dozen packs, a complete selection 
of leather goods including the fin- 
est hunting and field quivers, tar- 
gets, target stands and faces, plus 
a selection of accessories with 
particular emphasis on bow strings 
in all lengths and weights. 

Of paramount importance in the 
retailing of archery equipment, as 
with most other products, is the 
necessity of an attractive display. 
Despite the fact that archery 
equipment manufacturers spend 
thousands of dollars on national 
advertising campaigns each year 
to promote their products and the 
sport of archery as well, a vast 
portion of sales are the result of 
impulse buying. This particularly 
holds true with the small inexpen- 
sive juvenile sets whereas the par- 
ent will purchase a set to appease 
the wish of a child. This wish, 
however, is first stimulated by the 
sets’ ability to attract the child’s 
attention. 

Properly displayed, there is 
nothing more attractive nor at- 
tention-getting than a display of 
archery equipment. This is due 
principally to the variety of bright 
colors which adorn archery tackle 
. . . the multi-colored wood lami- 
nates in a custom quality lamin- 
ated bow the hundreds of 
colors and color combinations in 
bulk packed arrows. . . the bright 
colors of a bull’s-eye target face 
which rarely fails to attract at- 
tention. 

To assist dealers 
displaying archery tackle, some 
manufacturers provide’ display 
units of one form or another, to 
their dealers at cost. Too, the 
packaging of archery items is con- 
stantly being improved to make it 
easier for the retailer to display 
them. One advancement of par- 
ticular note in recent years is the 
use of plastics and polyethylene 
bags for the packaging of points, 
nocks, leather goods, etc. These are 


in properly 
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Bethlehem Galvanized Steel Roofing 


Next time a customer comes in to ask 
about roofing, tell him this: 

Corrugated sheet steel is sheet steel in its 
strongest form. Richly coated with zinc, 
such as the 2-oz “Seal of Quality” coating, 
it lasts and lasts. 

Economical? On an installed-cost basis 
(the only practical basis) , no other quality 
roofing can touch galvanized steel. 

Bethlehem makes galvanized steel roof- 
ing in the popular styles shown at right, 
with all necessary accessories. 


BETHLEHEM STEEL COMPANY 
Bethlehem, Pa. 


Export Distributor: 
Bethlehem Steel Export Corporation 


BETHLEHEM CORRUGATED 


GALVANIZED SHEETS 


For open-slat or purlin 
roofs pitched 3 in. per ft 
or more. Available in 
114-in., 24-in., and 3-in. 
corrugations, for either 
roofing or siding. 


BETHLEHEM 
STORMPROOF ROOFING 


Special side- and end-lap 
features allow moisture 
drainage, prevent end- 
lap siphoning. Covering 
width 24 in. Available in 
sheet lengths of 6 ft to 12 
ft, in one-foot step-ups. 


BETHLEHEM V-CRIMP 
GALVANIZED SHEETS 


Combine protection with 
attractive appearance. 
Especially good in areas 
where high winds prevail. 
Available in 5-V style, 
in either plain or copper- 
bearing steel. 


BETHLEHEM GALVANIZED 
ROLL ROOFING 
Economical on tight- 
sheathed roof with low 
pitch. Laps are seamed 
together to keep out all 
moisture. Furnished in 
rolls 50 ft long, with a 
covering width of 24 in. 


For Strength 
BETHLEHEM STEEL +» Economy 


. Versatility 
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usually complete with attractive 
cardboard headers so that they 
may be displayed as self-service 
items. 

To further stimulate sales and 
increase the interest in archery 
over the country, large tourna- 
ments are being staged by the 
larger manufacturers. Prizes for 
these tournaments run into sev- 
eral thousands of dollars. Archery, 
being the fast growing sport that 
it is, is rapidly approaching the 
“big time” in importance. Sales 
for 1960 alone are expected to be 
in the neighborhood of $30,000,- 
000. Even with an impressive fig- 
ure such as this, practically every 
archery equipment manufacturer 
will tell you that they don’t think 
we have even scratched the sur- 
face. 

> 


Four-Way Price Tags 
Big Factor in Gun Sales 
(Continued from page 63) 


uses the list figure as a base, but 
includes interest at eight percent 
and a charge for handling. 

The fourth and highest price 
is the sum to be paid for the gun 
when bought on 12 monthly in- 





For information on 
CATALOGS & BULLETINS 
See Page 70 











stallments. Here again the list 
price is the base, and interest and 
carrying charges bring the figure 
up materially. 

It would be surmised that some 
good 30-day open-account cus- 
tomers would ask for and expect 
the cash price when buying a gun, 
but Henne declares that not a sin- 
gle customer has made such a re- 
quest, not even any of those who 
pay part cash and the balance in 
30 days. 

The company sold about 50 guns 
last year. 

Henne came to the conclusion, 
when he studied the gun and am- 
munition situation, that the com- 
pany no longer could expect to 
make the regular mark-up on am- 
munition. Not only nearby city 
liquor stores were using ammu- 
nition as a leader to bring more 
traffic into the liquor establish- 
ments, but numerous local service 
stations were handling ammuni- 
tion and marking it down to near 
the profit-vanishing point. 


“We knew that if we were to 
continue to merchandise guns, we 
had to stock ammunition,” Henne 
explains, “and we knew full well 
that if we expected to sell any 
ammunition, we had to come at 
least within shouting distance of 
the liquor stores and service sta- 
tion prices. So again we compro- 
mised.” 

The department marks up shot- 
gun shells, where competition is 
stiffest, not less than 10 percent 
and seldom more than 15 percent. 
This still places a higher price on 
the store’s shotgun shells than the 
liquor stores advertise, but the 
company’s reputation and the con- 
venience of buying here overcome 
to a large degree the compara- 
tively small price differential. 

“Frankly, we watch the liquor 
store advertisements,’ Mr. Henne 
explains, “and use their shell 
prices as a basis for pricing ours. 
Naturally we don’t intend to 
handle anything without. at least 
some gross profit, but on the other 
hand, there’s no use continuing to 
kid ourselves about the ammuni- 
tion situation. Cut prices are here 
to stay and we’ve got to learn to 
live with them—and do business 
in face of them.” 





NEW SALES MAKER 
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aa 


1 


Place garbage 
can lid on 
top of can 


Engage bottom 
of Lid-Lock to 
can handle at 
center of handle 





3 


To lock lid, 
engage Lid- 

Lock in special 
groove on can lid 


4 


Press handle into 
“down” position 
causing spring 
tension on Lid-Lock 
to lock lid in place 
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[ his isa Hum-Bus 


It makes lots of noise... buzzing around with high-sounding claims. 
But that doesn’t fool Customers for long. They’ve been stung by a 
Hum-Bug too often. They go for a Product whose Name they vow. 


hsDETECTO 


Customers know this name...and know there’s no Humbug about 
it. For 60 years they’ve looked to it for quality... Styling... Perform- 
ance. Half your selling-job is done by the Detecto name alone! 


SEND FOR INFORMATION ON THE ENTIRE DETECTO LINE FOR '60! Exciting new promotional scales and hamper ensembles... with 
built-in quality features for higher markups, higher profits! Shown above: Model #790H, our best-selling, popularly priced “Magnif-Eye” scale. 
Stainproof Mylar mat. Chrome carrying handle and headpiece. And in luxurious fluted vinyl, Model #992-996 and Model #R202-206 hampers 
and baskets. Both ensembles in white, black and pink. And in high fashion gold, too! 








For information, write Detecto, or contact: Baltimore, Md.: A. Littlejohn + Birmingham, Ala.: R. Custred - Boston, Mass.: J. McElroy - Bw i: W. Jacobson + Cleveland, Ohio. Myers SS Co a Texas: D. U. 
Parker + Denver, Col.: Archibald & Millie + Kansas City, Mo.: O’Connor-Sawyer & Assoc. + Los Angeles, Calif.. J. J. am . T. J. Carroll + Miami, Fla. J. W. Robert York: J. Goldner, 


F. Daub + Oak Park, Mich.: Phil Entin + Oklahoma City, Okla: T. L Gooch + Rochester, N. Y H. N Metzger + San Francisco, Cali ta Wagener & Swanson + Seattle, Wash. P N. Smith - Toronto, yo Diwalt Sales 
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Selling Athletic Supplies 
in Small-town Store 
(Continued from page 66) 


ness to local dealers as possible 
provided that we can give them 
good prices and quick delivery.” 

To attract sports-minded boys, 
Morgan Hardware Co. has an eye- 
filling display window filled with 
gridiron gear before the first 
game in September. The store, a 
modern building with spacious 
double entrance doors and giant 
display windows, is across the 
street from a theater. Particularly 
on Saturday afternoons when 
Westerns are showing, boys are 
much in evidence in this area. 
Throngs of them stop by to gaze 
goggle-eyed at uniforms, helmets, 
shoulder pads, et cetera. They 
stroll in and try on some of the 
equipment while George Morgan 
and his young assistant, Joe Ken- 
ney, discuss the fall schedule 
with them. 

“T’m a great rah! rah! boy my- 
self,” declared Morgan. “I haven’t 
missed a game in 10 years and 
have a good memory for all the 
gridiron details they like to talk 
about. I know every player by 


name and position on every team, 
and I am an avid member of the 
Touchdown Club, which supports 
athletics 100% in this town. All 
during the season we keep a big 
score board in my football display 
window. A spot light focuses in- 
terest on the Yellow Jackets’ 
schedule and scores. This feature 
creates interest which develops 
into cash sales—and good will ga- 
lore, of course. 

“The main volume of the sales 
of football equipment is derived 
from the midget program,” Mor- 
gan revealed. “It costs $500 to 
equip a midget team properly— 
headgear, shoulder pads, pants, 
shoes, }arseys. Rockmart has a 
city-w'de midget program pro- 
moted kh: the high schoo] athletic 
associati.a and financed by civic 
clubs, the American Legion, and 
industries in Rockmart and Ara- 
gon, a mill village of 1500, four 
miles from town. 

“Personal contacts pay big divi- 
dends in getting business with the 
Midgets,” he pointed out. “I work 
with coaches and managers in 
the Kiwanis club, Touchdown club, 
Legion, and in church. We attend 
many of the same social functions, 
naturally since Rockmart is a 


small town. Kiwanians sponsor a 
team and sell tickets. And I 
NEVER miss a Midget game ei- 
ther.” 

While football is the largest 
volume for Morgan Hardware Co., 
baseball runs a close second. Lit- 
tle League, which has been active 
in Rockmart for 5 years, accounts 
for about 75% of the volume of 
baseball equipment sold. 

“In February or March, I order 
enough Little League equipment 
for the season—gloves, mitts, bats, 
masks, shin guards, body protec- 
tors, uniforms, safety helmets, 
slicers. . . . In March I contact the 
managers of all four teams play- 
ing boys from 8-12. Then I go to 
see the heads of the Community 
Leagues in charge of boys from 
12-16,” Morgan said. “Players buy 
their own gloves and shoes. The 
team buys uniforms, bats, and 
balls. 

“I make sure to be on hand for 
the organizational meeting of all 
the managers and the president in 
March. Meanwhile I have ar- 
ranged for a dealer salesman to 
attend the meeting with me to 
assist in presenting our line. We 
try to convince the group that we 
can furnish just what they want 





at THE MID-ATLANTIC LAWN AND GARDEN SHOW in Chicago: 
You'll see the most improved tractor on the market today, with 
more hard-working weight per dollar than any other make. 
You'll see the greatest combination of engineering features 
available including Glide-matic Drive, independent rear 


wheel brakes, 


new, improved, 


of tomorrow 


PANZER 


COMPACT FARM TRACTOR 
AND GARDEN, 
Be sure to visit the Panzer 


FOR LAWN 


booth at the New York and 


Chicago shows for a FREE 
SOUVENIR and a preview of 


profit potential for 1961. 


Now a subsidiary of Virginia Metalcrafters, Inc. ... 
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geared steering, 
automobile rear end and many others. See 
customer- pleasing tractor 


parking brakes, 


oly MMM 


1/0 # F ; rt 
PANZER PRODUCTS INC, , Waynesboro, eer 
Makers of quality metal products since 1890 . . 
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WHY AND Em 
TO FENG tH 
FOR THE Fr TU} LE’ 
. LF al 


To Help Make 


HEFFIEL 
S o 0 


“100” 


High Strength 
BARBED WIRE 





Your BEST SELLER 


Fence For The Let us send you Free copies of this Sheffield fencing 
Future With manual for free distribution to your best prospects 


hefti P . . . ‘ , 
Gnetiete Ordinarily the going price of a book like this would be around a 


dollar. But this one’s free! And, it can be worth many dollars to your 
fence prospects—in time and money saved by using the right fenc- 
ing methods and the right fence. 


It can be worth many dollars to you, too, in extra fence business it 
sends you. 


It’s one of the most informative books on fencing ever published. 
Thirty profusely illustrated pages cover the whole subject. How to 
set posts to stay set. Where and how to brace. How to stretch and 
space wire. How to build a fence that holds stock, holds up, and holds 
costs down. Fencing tips, “do’s” and “don’t’s.” 


This book is just one part of Sheffield’s complete advertising and 
merchandising program to send you more fence business. Others: 
farm magazine and radio advertising to hundreds of thousands of 
Southwestern fence users. Here’s selling support that no off-brand, 
unknown-quality fence ever offers. 

GET YOUR FREE BOOKS NOW! While they last, we’ll send them 
free, on request on your regular letterhead. 


SHEFFIELD DIVISION 


Sheffield Piants in Kansas City, Tulsa and Houston 


ARMCO STEEL CORPORATION 


OTHER DIVISIONS AND SUBSIDIARIES: Armco Division + The National Supply Company + Armco Drainage & Metal 
Products, Inc. + The Armco International Corporation + Union Wire Rope Corporation + Southwest Steel Products 





SOUTHERN HARDWARE for September, 1960 For more information use Handy Return Card, Page 71 113 





—the best equipment for the best 
prices, plus service, which means 
delivery on time, just as we do in 
football. We also call on county 
schoo] superintendents and prin- 
cipals in this area and get sub- 
stantial business from outlying 
schools. As in football again, our 
baseball display windows draw 
much attention and _ business. 
Many a small boy has dragged his 
dad in to buy him a ball, bat, or 
mitt after seeing just: what he 
wanted in the window. If he’s not 
already interested in Little League 
activities, he is likely to be when 


he sees all our baseball equip- 
ment, is my opinion. 

With the increased number of 
private lakes around Rockmart, 
fishing tackle is becoming big 
business, though it can’t compare 
with football and baseball as far 
as Morgan Hardware is con- 
cerned. 

One of George Morgan’s ideas 
for bringing in sporting trade was 
an ad in the paper inviting cus- 
tomers to come by and guess how 
many rifle cartridges are in a gal- 
lon jar. Though this is not an 
original idea with him by any 





COMPETITIVE EQUIPMENT 
FOR QUALITY-WISE DEALERS 
WHO LIKE THEIR CUSTOMERS 


Ys and 2 H.P. 

12, 18 or 30 Gal. 

Plastic Lined Tanks 
PACKAGE SYSTEMS 

FOR DEEP 

OR SHALLOW WELLS 

Jet is on pump for shallow 

wells; installs in well for 

deep well service. 


Ys and 2 H.P. 
3-Gallon Plastic 
Lined Tank 
PACKAGE SYSTEM 

DEEP OR SHALLOW 
Installs in smallest space. 
Low first cost. Lowest op- 
erating cost. 





FOR DEEP WELLS & 


FOR SHALLOWELLS 





Y% and Y2 H.P. SHALLOWELL JETS 
42, 82 and 120 Gallon 
Plastic Lined Tanks 


Large water system capacity. Pump 
delivers up to 30% more water than 
most shallow pumps. Tank installs 
with or remote from pump. Sharply 


competitive. 
Famous Wayne HORNET Brand. 





Ys and % H.P. CONVERTIBLE JETS 
42, 80 and 120 Gallon 
Plastic Lined Tanks 


Converts for deep or shallow wells. 
Bronze-fitted pump. Self-priming. 
Highest convertible efficiency per 
horsepower. 0 to 90 ft. lifts. 

Famous Wayne HI-LO-JET Brand. 





DELUXITE 


SUBMERSIBLE SD350 


ECON-O-MASTER 





means it has an appeal to the pub- 
lic. Prominently displayed at the 
front of the store, this jar, like 
Pandora’s box, intrigues many 
sportsmen to try their luck at 
winning a brand new 22-rifle. 
“Occasionally I invite manufac- 
turers to send an expert marks- 
man to put on shooting exhibitions 
to create interest,” he said. “They 
always draw a crowd of sports en- 
thusiasts. 

“A nine-hole golf course at the 
Goodyear village makes golfing 
equipment a year-’round demand. 
Occasionally I run a newspaper 
ad on a golf ball special. It in- 
creases sales of balls 50%.” 

There is little demand for tennis 
supplies in Rockmart. Morgan 
Hardware sells tennis racquets 
and balls to the high school tennis 
teams, some of whom have won 
region championships. The town 
is simply not_ tennis-minded. 
There is only one municipal court 
in town, and it’s in the Goodyear 
village. 

“If the city would only build 
more courts, tennis would boom 
here as it does in other places,” he 
said. “The idea is being promoted 
by interested citizens, and I am 
chief among them. 

“Sporting goods can be a sub- 
stantial line for a small-town 
hardware company. By advertis- 
ing, by novel display, and espe- 
cially by making plenty of per- 
sonal contacts, I have made my 
business grow. And the future 
prospects are bright.” 


* 


illustrated Parts Catalog 
Announced by Lawn-Boy 


Lawn-Boy of Waukegan, IIL, 
manufacturer of power mowers 
and garden equipment, has made 
available to jobbers and central 
parts distributors a complete il- 
lustrated parts catalog for all 
models since 1952. 

The material is adaptable for 
binding in the Lawn-Boy Service 
Manual, and for counter use, sales- 
men’s catalogs and for use ex- 
clusive of the Service Manual. 

The catalogs may be purchased 
for all models from 1952 to 1960, 
or may be purchased by individual 
model years. Individual parts 
books are available for 50 cents 
a copy for each year’s model, or 
$2.50 for the complete illustrated 
catalog. The publications may be 
acquired by ordering from Lawn- 
Boy Service Department, Lamar, 
city Mo. 


@ SEALED 
Y, H.P. MOTOR 
@ RUNS IN 
OR UNDER 


FLOATLESS 
BRONZE-FITTED 


FLOAT TYPE 
@ BRONZE 


@ Automatic 
Wares Overload 
@ BRONZE @ Stainless Steel 
PUMP Shaft 
@ AUTOMATIC @ Bronze Impeller 
@ Bronze Bearing 
@ Cast iron 
volute & base 


MEETS—BEATS 
COMPETITION 


@ Bronze volute 
housing @ Bronze 
base @ Bronze 
column @ Brass 
pump screws 
@ Automatic 


overload @ Bilt- 
on switch. @ CAPACITIES 

 - _ 2 ee 
QUALITY AT GPH 3000 2500 1900 1100 


A PRICE NEW LOW PRICES. 
TOP PERFORMANCE. 











Franchises Available . ————- 
We want to know more about the Wayne 
= Profit Franchise. We are interested in maximum 

. discounts as a (check below): 


C) KEY DEALER [) DISTRIBUTOR 


NAME 





SOFTENERS HEATERS SUBMERSIBLE 
PUMPS 


ADDRESS 





Wayne Home Equipment Co., Inc. 


800 Glasqow Ave Fort V 
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REASONS THAN ANY 
OTHER iv gion! pa 


EMPIRE BRUSHE BRUSH “s 
Ti = pt MAKER 


EMPIRE BRUSHES, INC. * PORT CHESTER, NEW YORK 





DEALER SALES AIDS 


Foilware Merchandiser 


A corrugated shipping carton which 
converts into a self-service unit is 
available to dealers for mass display 
of Mirro packaged foilware products, 
Mirro Aluminum Co., Manitowoc, 
Wis., announces. 


The display unit, which carries il- 
lustrations of foilware products and 
the Mirro logo, holds 120 foilware 
packages. A complete assortment of 
items in the unit consists of 12 pack- 
ages of the following: Square Cake 
Pans, three pans per pkg.; Even- 
Steven Pie Pans, three pans per pkg.; 
Standard-Size Pie Pans, four; Brown 
and Serve Pan, three; Cake Pans, 
four; Tart Pie Pans, five; Pizza Pans 
two; and Juice Catcher Pans, two 
per pkg. Assortment also includes 24 
packages of Scouring Pad Trays, five 
trays per pkg. 

All items are prepriced to retail 
at 39 cents per package with the 
exception of the Tart Pie Pans and 


116 


Scouring Pad Trays which retail at 
29 cents. 

One unit in shipper; weight, 21 Ibs. 
For more information— 

Write in No. Al on card, Pg. 71 


Light Bulb Display 


To accentuate its fall light bulb 
sales push when new and redesigned 
household bulbs will be appearing in 
improved packaging, General Elec- 
tric, Nela Park, Cleveland 12, Ohio, 
offers 27 different sizes and types of 
merchandisers. Of these 17 are per- 
manent units of metal or wire, and 10 
are corrugated display units which 
tie in with the fall selling campaign. 
Permanent merchandisers hold from 
120 to 2400 bulbs, and temporary 
ones from 150 to 3000. 

Additionally a wide variety of dis- 
plays will be available which will 
include bulb-holding units, posters, 
banners, streamers, display cards, 
badges, and other devices, some ani- 
mated and others lighted. 

G. E.’s fall sales effort will cen- 
ter around a nationwide television 
campaign, featuring the carton char- 


For more information on these sales 


aids use the free post card on page 71 


acter Mister Magoo, with a political 
campaign theme which ties in with 
the presidential election. In the ac- 
companying photo, Mister Magoo 
appears on a pole display used to 
dress up basic merchandiser units. 
For more information— 
Write in No. A2 on card, Pg. 71 


Tool Display Promotion 


Red Devil Tools, Union, N. J., an- 
nounces its special Point of Purchase 
display promotion of painters’ and 
glaziers’ tools which features the 
A-30 series of Floor Merchandisers 
and the A-50 series of Counter Mer- 
chandisers. In both series free goods 
are offered with a free display. 


Average dealer cost on the A-30 
series is $92.66 and retails at $167.83 
with free goods included, an 81% 
mark-up or a total profit of $75.17. 

Average dealer cost on the A-50 
series is $47.69 and lists, with free 
goods, at $87.40 representing a net 
profit of $39.71 or a mark-up of 83%. 

This limited offer will be available 
from September 1 to November 30. 
For more information— 

Write in No. A3 on card, Pg. 71 
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NOW You Can Sell More 


; 





SW” Shaliow Well 


37950 


Ys HP Pump Unit 
Ye HP $91.50 


“DW"’ Deep Weill 


$105*°° 


5 % HP Pump Unit 
| with Twin Tube Injector 
and foot vaive 


Have Quality Features For Dependable Service 


BAR Perfectly balanced impeller of DuPont Delrin 
a ’ and rigid diffuser of Cotton Flocked Phenolic: 


e Withstand abrasion better than brass or 
similar material 

e Unaffected by aggressive or acid water 

e Have smoother surfaces for higher effi- 
ciency 


KR NEMA Standard 14 and 14 HP Motors with 
“~ stainless steel shaft extension ve 14 HP Capacitor 
~ Start, dual voltage). 


Rotary seal has Ceramic face for long leak- 
proof, trouble-free life. 


Red Jacket “Trailblazer’”” Pumps not only 

BA can help you sell the “price buyer’’ but also 

can serve as price leaders to sell up to deluxe 

models in the “SJ” and “HB” llow well 

series, to the ““CJ’”’ and ““CJM” convertible 

shallow and deep well jet pumps, or to the top 
quality Red Jacket “‘Submerga’’ Pumps. 


Contact your Red Jacket distributor for 
complete details. He can also explain how the 
“Trailblazer” pumps fit in with the complete 
line of Red Jacket Water Service Products. 


RED JACKET MANUFACTURING CO. 
DAVENPORT, IOWA 
Warehouses: Athena, Ore.; Boyertown (Philadelphia), Pa. 


Dalias, Tex.; Memphis, Tenn. 
W319 
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RED JACKET JET PUMPS. 








he NEW es 
SATELUTE 200) 


puts over 200 of the 
\ fastest selling hand tools right at | 
\ your customers finger tips 


easy to see 
easy to try « easy to use 


No other self-selling tool merchandiser can com- 
pare with the Satellite 200. This unit has nine 
vinyl-clad aluminum panels arranged into three 
3-sided pylons. Each pylon turns easily permit- 
ting three or more customers to shop at one time. 


featuring: 


© All new tool groupings. 
® Unique, modern design. 
® All tools are pre-priced. 


@ Color harmonized to 
enhance the appearance 
of your store. 

®@ Requires only 33” of space 
5° high. 

@ Easy to clean and maintain. 


3 customers can conveniently shop 
at one time without crowding or 
getting in each others way. 





TOOL COMPANY 


PORTLAND 22, OREGON 
Warehouse + Schiller Park, tt. 
in Canada, Box 366, London, Ontario 





Subsidiary 
Pendleton Too! 
industries, Inc. 








Spray-O-Namel Racks 


Illinois Bronze Powder Co., 2023 
South Clark St., Chicago, announces 
a piggy back merchandising rack for 
Illbronze Spray-O-Namel. The 2- 


piece displays are provided according 
to number of cans stocked, The rack 
is equipped with a metal litho sign 
which gives product information. 
The rack and Illbronze Spray-O- 


Namel aerosols can be ordered in 
three different assortments. The Best 
Seller Assortment #901, a rack con- 
taining 36 cans in 20 of the most 
popular Spray-O-Namel colors. The 
House and Garden Assortment #902 
is a rack with three each of the 12 
exclusive House and Garden colors. 
The Piggy Back Rack #900 consists 
ef two metal racks free with both 
of the above assortments of 72 cans 
of Spray-O-Namel in colors of the 
dealer’s choice, (minimum of six in 
one color). For more information— 
Write in No. A4 on card, Pg. 71 


Socket Set Assortment 


A socket set assortment and mer- 
chandiser is announced by The Bil- 
lings and Spencer Co., Hartford 1, 
Conn. The No. LMCS-5 consists of 
one each of the following: M-13, %4” 
Square Drive; LC-10 and LC-15, 3%” 
Square Drives; and LS-13 and LS-16, 
14” Square Drives. 

These Life-Time Socket Sets fea- 
tured on a merchandiser measuring 
36” high, 21” wide and 8” thick, can 
be used on a pegboard wall, on the 
counter, and, by utilizing the steel 
legs furnished with the merchan- 
diser, as a walk-around floor display. 

The five socket sets in metal, royal 
blue boxes are packaged separately 


Fall Special and Window Display Promotion 


The second Fali Special and Window Display Promotion sponsored by The 
Stanley Works, New Britain, Conn., again uses the slogan “Ideas to Better Your 
Home on Your Own" and features the products of the hand tool, electric tool, 
hardware and drapery hardware divisions. All participating dealers receive 
free a quantity of the new Stanley IDEAS booklet on remodeling; customers 
purchasing product specials will receive a free copy. The window display kit 
contains a complete set of window trim material worth $7.50 and is offered 
to dealers and wholesalers without charge — photograph illustrates a suggested 
type of dealer window. Extensive advertising backs the program which offers 
numerous items at special prices. For more information— 
Write in No. A7 on card, Pg. 71 


ready for shipment by the whole- 
saler—the No. LMCS-5 Merchandis- 
er, hooks, and steel legs with rubber 
feet in self-contained corrugated box 
ready for reshipment. For more in- 
formation— 

Write in No. A5 on card, Pg. 71 


Cord Vendor 


Puritan Cordage Milis, Marine Di- 
vision, 1205 E. Washington, Louis- 
ville, Ky., offers the Nylon Custom 
Vendor which measures 7” x 10” and 
is designed to hold 600 feet of cord. 


NYLON 


Be od 


The vendor holds three reels of 
200 feet each of sizes 5, 5%, and 6 
Solid Braided Nylon. The cord is 
used primarily as starter cord for 
power mowers and outboard motors, 
but is purchased also for use as trot 
line, hoop net line, light anchor and 
mooring line, fish stringer, outrigging 
and decorative cord. For more infor- 
mation— 

Write in No. A6 on card, Pg. 71 


Torch Display Special 


To help dealers boost sales of 
Bernz-O-Matic propane torches and 
display other tool specials, Otto Bernz 
Co., Inc., of Rochester, N. Y. is offer- 
ing a special two-way pegboard dis- 
play package for fall promotion. 

The display stand, which can be 
placed on a gondola in a dealer’s tool 
department, measures 30 by 16 
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inches. On its front are arranged 
Bernz-O-Matic torch kits together 
with “how pegboard affords dealers a 
convenient place to display tool spe- 
cials of their own. 

The ™%-inch pegboard two-way 
display, complete with fixtures, is 
a $5.00 value offered free to dealers. 

In addition, as part of this special 
Bernz Bonanza promotion kit, the 
company is including at no cost to 
dealers two of its TX-9 propane 
cylinders. 

The complete special promotion 
package comprises three of the 
Bernz-O-Matic torch kits: two TX-10 
torches, two TX-888 torch kits and 
two TX-25 torch kits, plus a pair of 
free cylinders, the display stand and 
two dozen booklets describing torch 
uses. Shipping weight is 37 pounds. 

Cost to the dealer for the entire 
Bernz Bonanza Pak, Model TX-6600, 
is $34.50. Its retail value is $55.44, 
giving the dealer a profit of $20.94. 
For more information— 

Write in No. A8 on card, Pg. 71 





PRINTED HELPS 
and other sales aids 





Carolina Washboard Co., Raleigh, 
N. C., offers a plastic display which 
contains: 11 doz. Carolina Floats, as- 
sorted 1 doz. #3 Floats and 2 doz. 
of each of the other five sizes. Price: 
$13.30. For more information— 

Write in No. AS on card, Pg. 71 


Molly Corp.. Reading, Pa., has 
available for dealers: Metal merchan- 
diser #612 containing 600 screw 
anchors and 12 utility plugs; card- 
board counter display #200 contain- 
ing 200 screw anchors; cardboard 
display #225 containing 225 jack 
nuts; screw anchors, jack nuts, and 
picture hooks on individual cards for 
self-service use or Pegboard display; 
2-color leaflets on screw anchors, 
jack nuts, utility plugs, hi-speed in- 
stallers; 3-color, 21” x 9” window 
streamer featuring screw anchors; 
and newspaper mats. For more in- 
formation— 

Write in No. Al0 on card, Pg. 71 


Moto-Mower, Inc., Richmond, Ind., 
offers its dealers a complete mer- 
chandising package. Included are 
window displays materials, store ban- 
ners and streamers, point-of-sale ma- 
terials, and colorful handle cards, In 
addition, a strong local advertising 
program including 50-50 cooperative 
advertising is offered. For more in- 
formation— 

Write in No. All on card, Pg. 71 


Jackson Manufacturing Co., Har- 
risburg, Pa., has available the fol- 
lowing sales aids; circular on home 
and garden equipment line; 8%” x 
11” page describing wheelbarrows, 
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lawn rollers, garden carts, and lawn 
spreaders; single-column newspaper 
mats illustrating any one of the gar- 
den equipment line. For more infor- 
mation— 

Write in No. Al2 on card, Pg. 71 


Columbus Plastic Products, Inc., 
Columbus, Ohio, offers a series of ad 
material for 1960 to merchandise its 
Lustro-Ware plastic housewares. Ads 
are illustrated, same size, on a 12- 
page newsprint folder. The mat serv- 
ice folder includes over 75 ads rang- 
ing from small one-column drop-in 
spots one and two inches deep to 
larger 2-, 3-, 4- and 5-column display 
ads. Individual reproductions of over 


200 items in the Lustro-Ware line are 
supplied also in mat or reproductive 
proof form for special promotional 
use. All materials, mats of ads, etc., 
along with point-of-purchase display 
material, are supplied free. For more 
information— 
Write in No. Al3 on card, Pg. 71 


Republic Steel Corp., 1441 Repub- 
lic Bldg., Cleveland 1, Ohio, offers 
the Blue Ridge Roofing 15-piece kit 
for dealers which contains dealer in- 
formation and sales guide folder, 
newspaper ad mat sheets, publicity 
release, catalog sheets, radio spots, 
and full-size samples of window ban- 
ner, hanger or counter card, and con- 








PROSPECTS Are Very Good... 
And They're Everywhere You Look 
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Ram High Wheel mowers are 
made to order for the tough cut- 
ting jobs that require top 
performance and low upkeep. 
Prospects are eager for this kind 
of mower, and they’re all around 
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highways. 22 inch and 24 inch 
free wheelers and 24 inch Power 
Propelled models with Jacobsen 
Hi-Torque engines. 

This is the brand that sells 
easiest—puts money in your 
pocket. 
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MANUFACTURING COMPANY 
Dept. SH? « Executive Offices Racine, Wisconsin 
Factory, Brookhaven, Mississippi 


Send for brochure 
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sumer folders for Blue Ridge and 
other Republic form products. If 
dealer wants ad mats, or sales ma- 
terial in bulk, the kit includes a 
postage-paid order card. For more 
information— 

Write in No. Al4 on card, Pg. 71 


Moore Push-Pin Co., 113-25 Berk- 
ley St., Philadelphia 44, Pa., offers a 
counter display stand, the Moore 
720B, which holds 72 “serve-your- 
self” window packets of Moore pic- 
ture hangers. All metal, the revolv- 
ing display is 1034” high with a 9” 
diameter base. For more informa- 
tion—- 

Write in No. Al5 on card, Pg. 71 


Weber Tackle Co., Stevens Point, 
Wis., offers a wide variety of per- 
manent metal displays in addition to 
many sturdy display panels of heavy 
cardboard. All are furnished free 
with standard assortments of tackle 
items and a number of them may be 
purchased empty at a nominal] cost. 
The Perma-Pak Crawler rack dis- 
plays nine dozen 6” crawlers in as- 
sorted colors, three crawlers in each 
of the 36 aluminum trays with plas- 
tic sleeves (Assortment No. LC9). The 
No. RRM “Squirrel Cage” revolving 
rack has a screen of “4” wire mesh 
on five sides; capacity one to three 
gross of spoons, spinning lures, etc. 
Stren level leader packs and knotless 


a six-dozen metal unit available 
through Weber, one of the 10 au- 
thorized Stren agents. Metal displays 
for flies, loose hooks, treble hooks, 
snelled hooks and many other tackle 
items continue to be available. For 
more information— 

Write in No. Al6 on card, Pg. 71 


Turner Corp., 821 Park Ave., Syca- 
more, Ill, outlines its promotional 
helps to dealers in a brochure en- 
titled “7 Ways to Increase Your 
Torch Profits.” In addition to mak- 
ing available floor or wall display 
units and envelope stuffers, the com- 
pany suggests that the dealer feature 
specials, that he buy during promo- 
tional specials, and that he work up 
a propane tank exchange program. 
Turner also will pay a 50% news- 
paper advertising allowance up to 
$25 per month, and urges dealers to 
cash in on the company’s national 
advertising program. For more in- 
formation— 

Write in No. Al7 on card, Pg. 71 


Lazy Boy Lawn Mower Co., Inc., 
1315 West 8th St., Kansas City, Mo., 
offers to dealers without charge mail- 
ing pieces and ad mats on all mower 
models. A new commercial line of 
mowers has been added to the 1960 
line. For more information— 

Write in No. Al8 on card, Pg. 71 


Y., has available for dealers several 
rope merchandisers, available through 
wholesalers. Merchandiser No. 57 
holds six full reels, or six full car- 
tons of rope, two of which may be 
the 100# size; will hold either car- 
tons or reels or any combination of 
both; rope is fed through guides to 
a measuring device and cutter. The 
“Pick-Me-Up” holds individually 
wrapped 50’ and 100’ coils of “”, 
3%”, and %” dia. Manila Rope; free 
with initial order of approximately 
100 lbs. of rope which stocks it; all 
metal and mounted on casters; di- 
mensions, 22” x 22” x 4544”. Made of 
heavy gauge wire and designed to 
display rope in cartons (Colpacks), 
the Colpack Rope Rack holds one 
Colpack 25, two Colpack 50’s and 
Water-Ski ropes, rope in small coils, 
or twine items on the top shelf. Or 
if desired, the small rack hol ing 
three 9” reels of Nylon or Polye’ :yl- 
ene Rope may be displayed on this 
shelf; requires only 20” x 30” floor 
space. Columbian has a small display 
rack which holds three 9” reels of 
“Stabilized” Filament Nylon Rope 
%4”", 34”, %” diameters; or High 
Tenacity Polyethylene Rope, 4” and 
%” diameters. Delivered free with 
three-ree] order for either rope. For 
shelf or counter display and for use 
with Pick-Me-Up or Colpack Rope 
Rack. Also available is a standard as- 
sortment of window display material 


tapered leaders are displayed in Columbian Rope Co., Auburn, N. including ship cutouts, samples of 





DEVELOPED 
ON THE RANCH 
AND IN THE 
RODEO ARENA... 


YACHT 
MANILA 
LARIAT BY 
PLYMOUTH 


Ask any cowhand what makessuperior lariat “handability.” 
Odds are he won’t be able to put the answer into words. 
But, he can sure see and feel the difference between com- 
mon rope and Yacht Manila Lariat. . . just as a golfer can 
feel the difference in a well balanced club. 

For more than fifty years cowboys have been our engi- 
neers, and the wide open spaces our testing grounds. To- 
day’s Yacht Manila Lariat has a true springy feel . . . firm 


enough to hold a loop when thrown. And it’s free of slivers. 
For your customers who want the best, order Yacht Manila 
Lariat from your Plymouth representative, today. 


PLYMOUTH CORDAGE COMPANY: PLYMOUTH, MASSACHUSETTS 
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Manila and sisal fibre, folders and 
pamphlets, and a colorful dealer sign. 
Various counter display cartons of 
jute twine, Mason’s line, and Christ- 
mas twine are also available. For 
more information— 

Write in No. Al9 on card, Pg. 71 


Hoosier Tarpaulin & Canvas Goods 
Co.. Inc., 1302-10 West Washington 
St., Indianapolis 6, Ind., offers new 
complete sales programs for whole- 
sale distributors on Hoosier Tarpau- 
lins, Tents, and Boat Covers. These 
sales programs include the suggested 
stock of the fastest selling sizes or 
models and complete advertising, 
sales promotion and selling aids in- 
cluding miniature tarpaulins and 
tents, wall display posters, signs, 
newspaper ad mats, self-mailer enve- 
lope stuffer brochures, list price sell- 
ing catalogs, individual display car- 
tons, inventory control cards, and 
glossy photos. For more informa- 
tion— 

Write in No. A20 on card, Pg. 71 


Chas. O. Larson Co., P. O. Box 358, 
Sterling, Ill., offers five assortments 
with colorful display plates which 
have a 3-way display. They may be 
displayed on the counter with the in- 
stalled free standing legs, hung on 
%” or ¥%&” perforated board, or af- 
fixed permanently to wall or counter 
with screws furnished. These assort- 
ments contain Turnbuckles, machine 
threaded Eye Bolts, Lag Screw 


Threaded Eye Bolts, “S” Hooks, and 
“U” Bolts. For more information— 
Write in No. A21l on card, Pg. 71 


Southern Screw Co., Statesville, N. 
C., offers the Wood Screw Actual 
Size Chart which is designed espe- 
cially for the hardware dealer with 
a customer who wants a wood screw 
“just about this size.” The chart il- 
lustrates the actual size of wood 
screws in lengths from 3/16” to 6” 
and #0 to #24 diameters. Also il- 
lustrated are driver types and head 
styles with materials and finishes 
listed. The chart is printed on glossy 
stock. Dealers may obtain the chart 
without charge from their distributor 
—available through this source only. 
For more information— 

Write in No. A22 on card, Pg. 71 


Champion DeArment Tool Co., 
Meadville, Pa., offers dealers a wide 
range of sales aids including imprint 
book matches, display boards and 
display tool rolls, newspaper mats, 
counter signs, decals, envelope stuf- 
fers, and counter coats for sales per- 
sonnel. Display boards offered in- 
clude #31 which is designed as a 
permanent display. The 31 different 
pliers are fastened on the board 
which is %” plywood, measuring 24” 
x 30”. Display boards #69, #96, 
and #93, of the same size, are dis- 
pensing boards containing selected 
assortments of the complete line of 
pliers. A new program includes peg 


board displays available in 12” x 24” 
and 24” x 24” panels both dispensing 
and permanent type of displays 
which can be made up in 48 differ- 
ent assortments or in special assort- 
ments according to the distributor’s 
wishes. These panels can be hung up, 
can be easeled, can be arranged in a 
back to back display (two panels) or 
in the case of the 12” x 24” panels 
they are also available in three-sided 
and four-sided rotators. No charge is 
made for the boards when merchan- 
dise is purchased, boards remaining 
company property. Small 4%” pliers 
available in five different patterns 
are merchandised on 3-color display 
board and are also available in a 
velvet lined fitted case. Advertised 
as Channellocks “Little Champ” pli- 
ers. A colorful display featuring four 
Electronics Pliers is also offered free. 
For more information— : 
Write in No. A23 on card, Pg. 71 


Parker Sweeper Co., Springfield, 
Ohio, offers dealers and distributors 
free of charge a wide range of pro- 
motional material including catalog 
sheets, envelope stuffers and window 
banners. Also free newspaper mats 
and radio script and TV films are 
available for use under Parker’s 50- 
50 cooperative advertising plan. For 
more information— 

Write in No. A24 on card, Pg. 71 


Wickwire Brothers, Inc., Cortland, 
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wire base and spike 


types. Meets speci- 
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Heavy steel body; 
double seams 


HUB of Explosives, U.L. 
WHEELS and 1.C.C. and state 


regulations. 
Top-quality welded stee! 
discs; semi-pneumatic, wide 
tread tires; heavy duty ball 
bearings. Exclusive narrow 
hub design lets you fill 
more requests with smali 
inventory of wheels. 


prevent leakage; 
weighted bottom 
corrects tipping. 
Square burner 
assures large 
flame in any 
weather. 
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Rugged, 2-piece boited take- 
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Year ‘round protec- 
Demountable, boited split- tion from rain, 
rim sections for easy tire 
repairs. Offset hubs for safe- 
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lubrication. apered or 
heavy duty ball bearings. 
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A More Suitable Shoe! 


e LIGHTER WEIGHT 


e LOWER HEEL AND TOE 
for surer footing 


e NARROW CREASE 
assures firm clinch 
(of utmost importance!) 


e@ Precision-made from the 
best quality CARBON 
STEEL for longer wearing 


10 Pair 
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N. Y., offers for dealer use a mer- 
chandising kit containing colorful 
posters and folders promoting the 
company’s line of wire products. Ex- 
tra posters for windows and folders 
for counter give-aways and envelope 
stuffers are available in addition to 
ad mats of company products. For 
more information— 

Write in No. A25 on card, Pg. 71 


Fuller Tool Co. Inc., 3522 Webster 
Ave., New York 67, N. Y., offers 
a complete self-service “screwdriver 
department” in the form of hang-up 
rack at no cost to dealers. Fuller 
screwdrivers, individually carded and 
priced, may be hung from the rack 
for customer convenience. For more 
information— 

Write in No. A26 on card, Pg. 71 


Bridgeport Fabrics, Inc., Bridge- 
port, Conn., offers free of charge a 
window streamer featuring Inner- 
Seal, extruded rubber garage door 
weatherstrip. The streamer, which is 
hung vertically, measures 84%” x 17” 
and is black, yellow, and white. For 
more information— 

Write in No. A27 on card, Pg. 71 


Stanley Hardware, division of The 
Stanley Works of New Britain, Conn., 
has developed a Hardware Center for 
the retailer which offers basic stock 
selection, positive inventory control, 
and organized visual display. A total 
of 174 fast-selling items were selected 
and mass merchandised in 22 product 
related groups. The basic selection 
is compatible with the NRHA Turn- 
over Handbook. All items are visu- 
ally packaged. Wire display racks 
organize the products into related 
groups. Group header signs identify 
each product group. Inventory con- 
tro] cards are supplied for visual 
stock control. A merchandising man- 
ual, installation instructions, and 
complete promotion kit are supplied 
with the sale of any 11 groups. For 
more information 

Write in No. A28 on card, Pg. 71 


Lamson & Sessions Co., 5000 Tie- 
deman Rd., Cleveland 9, Ohio. makes 
available to dealers a colorful flexi- 
ble bolt display, the stand of which 
is 54” high, 24” wide, and 24” deep. 
Display trays are 14” deep, 23” wide, 
and 9” high, and provide an eye- 
catching setting for the company’s 
“Brite-Plated” bolts, nuts, and 
screws. For more information— 

Write in No. A29 on card, Pg. 71 


G. N. Coughlan Co., 29 Spring St., 
West Orange, N. J., has a cooperative 
advertising arrangement wherein 
the manufacturer pays 50% of a 
dealer’s cost (up to $5.00 as manu- 
facturer’s maximum share of each 
ad) on any ad placed by a dealer on 
any of manufacturer’s line of house- 
hold chemicals. For cash refund of 
manufacturer’s share of each ad cost, 
the dealer sends tear sheet and in- 
voice from the newspaper to manu- 
facturer within 30 days after inser- 


FAST SELLING 
Vf, 


FISHING 
TOOL 


Ties Hooks to 
Lines and 
Leaders in 
Seconds! 


Amazing TI-EZE lets you 
snell hooks to leaders and 
lines quickly and easily, with 
knot that can't pull out 
Takes all types of hooks — barbed, 
trebled, straight, or offset—from size 
No. 20 to 4/0. You can use the amazing 
TI-EZE with all lines from ‘4 Ib. to 50 Ib. 
~ test. Werks like magic on monofilament, nylon, 
silk, etc. Use with fresh or salt water tackle 
Precision made — can't rust or corrode. Pocket size 
only 4% inches long — with convenient pocket clip 
EASY TO USE — just thread line through hook eye, 
wrap around TI-EZE and pull tight. TIE A PERFECT 
SNELL EVERY TIME. Complete instructions 


FREE — profit-making | omen 
colorful SALES DISPLAY 
| 
with each order of 12 $1.98 
Write for Full information 


AIRBORNE TOOL CO. 
138 SIERRA ST., DEPT. SH-90, EL SEGUNDO, CALIF. 


RETAIL 








BIG TICKET 


A $2.65 sale is of course more 
desirable than a 79c sale. And 
since Toilaflex does such a fan- 
tastically wonderful job of clear- 
ing clogged toilets, the sale of a 
Toilaflex is as rewarding to the 
buyer as it is to the seller. 


‘TOILAFLEX 
Toilet QISS Plunger 


The Plunger They 
Ask for By Name 


By the makers ot 
Water Master tank balls. 
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tion. Mats are furnished free upon 
request. Also available are counter 
cards and window streamers. For 
more information— 

Write in No. A30 on card, Pg. 71 


The Edwin H, Fitler Co., Philadel- 
phia 24, Pa., offers the following sales 
aids: (1) Octagonal Display and Dis- 
penser Boxes for 3/16” dia. up to and 
including %4” dia. sizes both Manila 
and sisal rope, (2) Fitler measured 
rope marked at intervals of 5. Avail- 
able on request in Fitler Octags only 
in sizes 1/4”, 5/16”, 3/8”, and 1/2” 
diameters. (3) A wire rack requiring 
20” x 30” floor space for displaying 
and dispensing three sizes of rope—a 
small charge made for this rack when 
ordered with 300 lbs. or more of rope. 
(4) “Take-Along” coils of Fitler Ma- 
nila rope, 50’ and 100’ individual coils 
wrapped in polyethylene for self- 
service selling from Dispenser Rack. 
The rack, on rollers, is furnished free 
when a complete group is ordered. 
Delivered in 300 lb. lots ‘order may 
be combined with other Manila rope). 
(5) The No. 57 Rope Merchandiser, 
544%” x 441%” x 23%”, will hold six 
full Octags or six full reels of rope 
or a combination of both. Rope feeds 
through guides to a measuring device 
and cutter. To all dealers handling 
Fitler brand Manila rope, Fitler will 
furnish, on request, metal signs for 
counter or wall use. For more in- 
formation— 

Write in No. A3l on card, Pg. 71 


Chas. O. Larson Co., P. O. Box 358, 
Sterling, Ill., manufacturers of wire 
goods, wire specialties and hardware 
construction sets consisting of seven 
styles of saw horse brackets and 
eight styles of folding table leg 
brackets for the do-it-yourself trade, 
has available for dealers envelope 
stuffers which may be obtained in 
moderate quantities without charge 
upon request. A silent salesman wire 
display rack is available without 
charge in a choice of two balanced 
assortments of four construction sets. 
Counter models for three styles of 
saw horse brackets and three styles 
of folding leg brackets are available 
without charge under certain condi- 
tions through wholesalers. For more 
information— 

Write in No. A32 on card, Pg. 71 


Independent Nail & Packing Co., 
Bridgewater, Mass., has display 
boards available on each of the fol- 
lowing: Stronghold line of nails, 
Drive-Rite aluminum nails, non fer- 
rous nails, conduit staples, and the 
Farm Family board. For more in- 
formation— 

Write in No. A33 on card, Pg. 71 


Nixdorff-Krein Manufacturing Co., 
916 Howard St., St. Louis 6, Mo., has 
available the Merchaindiser Display 
Rack which holds eight of the com- 
pany’s fastest selling types and sizes 
of chain with a built-in chain cutter. 
The reels have square holes to pre- 
vent chain from running out on the 


floor. The display has a spare rack 
for extra stock and has a tubular 
steel frame with no sharp edges. For 
more information— 

Write in No. A34 on card, Pg. 71 


Crescent Tool Co., Jamestown, N. 
Y., has available displays for all the 
better selling items in its complete 
line of wrenches, pliers, screwdriv- 
ers, hacksaws, tinner’s snips, special 
lineman’s tools, etc. The displays, 23 
in all, can be mounted in units of 
one, two, four, six, 12 and 16 panels. 
Various fixtures are offered by the 
company at a small cost. No charge is 
made for the display panels, they are 
billed at the cost of the tools on them. 
Stands to mount four, six, 12 and 16 
panels are available at low cost. 
Crescent recently added a series of 
18 fixtures for mounting on Peg- 
board, Each fixture comes with a 
small assortment of tools at the cost 
of tools only. For more information— 

Write in No. A35 on card, Pg. 71 


Campbell Chain Co., York, Pa., of- 
fers the following display units: The 
compact Chain Reel Display Unit, re- 
designed to load from front, incor- 
porates handy chain end holders and 
new cutter. Requires less than two 
square feet of floor space. It has a 
blue and yellow baked finish and five 
accessory bins at top, is 53%4” high, 
20%” inside, 214%4” deep. The Proof 


Coil Chain Merchandiser which re- 
quires only one square foot of count- 
er or floor space; shipped pre-as- 
sembled. Unit is 24” high when used 
for counter display; stands 39” high 
when used as a floor unit. Blue 
Temper Proof Coil Chain Assortment 
consists of 3/16” and 1/4” chain in 
10’, 15’ and 20’ lengths; 5/16” chain 
in 10’ and 15’ lengths. For more in- 
formation— 

Write in No. A36 on card, Pg. 71 


Hanson Scale Co., 1777 Shermer 
Rd., Northbrook, Ill., offers a versa- 
tile point of purchase display stand 
for its line of personal scales. The 
stand, No. D-108, is in the form of a 
wire bracket and can be used as a 
counter or window display, or hung 
on peg board, it is 16” high by 11” 
wide. For more information— 

Write in No. A37 on card, Pg. 71 


Amerock Corp., Rockford, IIl., of- 
fers colored envelope stuffers illus- 
trating the full line of cabinet hard- 
ware for consumers. The folder in- 
cludes the full line of pulls, knobs, 
hinges, catches, and window sash 
locks and lifts. Space is provided for 
imprinting. A variety of free ad-mats 
are also available to interested deal- 
ers. For more information— 

Write in No. B-37 on card, Pg. 71 


The Eclipse Lawn Mower Co., 








HAE-EH 938/1059 


EARLE 
@ LOCKS 


BUILT-IN QUALITY MAKES EARLE LOCKS TRUE BARGAINS 
Dollar for dollar, there’s nothng like them for mechanical craftsmanship, appearance, finish. 
Earle’s 45 years of specialization plus a completely modernized plant assures products that 
ntly pass the most stringent mechanical and visual inspections. NEW sales-making 
packaging; NEW aggressive merchandising cooperation, enables you to make friends as well 
as profits with EARLE LOCKS. Write for catalog—now. pa as get uapeeninen 


200 
Rim LOCK 
with 244” knobs. Packing. | set te 


Neos. 3525 and OB 3545 (above) 
PASSAGE DOOR SETS with 2%” 
knobs. * No. OB 3525 set with 2 pr. 


Packed | set to box, 30 
52 ibs. * EARLE LOCKS ore master keyable. 





EARLE HARDWARE MANUFACTURING CO., PITTSTON, PENNA. 
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you can count on— 
FOR REPEAT SALES... 
REAL PROFITS! 


NEW! 
UMBRELLA HEADS 


(with ring or screw shank) 
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: ROOFING 


@Hammer away— 

nails are one-piece de- 

sign (head and shank 

made from same hard 

steel core.). 

@STORMGUARD 

treated—twice-dipped 
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can’t rust, stain, or 
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ble with aluminum screw 
roofing. 
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COMPRESSED LEAD HEAD 
. P-223 (Barbed Shank—bright) 
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R-144A (Ring Shank— 


STORMGUARD TREATED ... 





Prophetstown, Ill., announces that a 
direct mail broadside on Eclipse 
Wasp chain saws is being mailed free 
in quantities up to 500 for dealers or- 
dering two or more saws. The color- 
ful broadside opens up to 34” x 23”. 
Dealers wishing to use more than the 
500 free maximum may order addi- 
tional copies “in-the-mail” at a cost 
of three cents each. For more infor- 
mation— 
Write in No. A38 on card, Pg. 71 


The Yale & Towne Manufacturing 
Co., White Plains, N. Y., provides 
carded hardware as a dealer help in 
boosting sales. Yale also advocates 
the use of mounted samples on dis- 
play boards as a permanent mer- 
chandising idea. Package merchan- 
disers are offered by the company for 
location in strategic positions. All 
merchandisers are in bright colors. 
For more information— 

Write in No. A39 on card, Pg. 71 


Upson Brothers, Inc., 65 Broad St., 
Rochester 14, N. Y., offers a peg 
board display with crystal] clear plas- 
tic shelf free with its UP-39 Dis- 
play Assortment of Upson Standard 
Screwdrivers. The display may be 
used on wall, counter, or shelf; re- 
quires 11 inches of space; price and 
type number are printed for each 
item. Holds 39 drivers, nine sizes of 
fastest moving numbers, and two 


types (31 slotted head, eight cross- 
point), Packed one to a carton. For 
more information— 

Write in No. A40 on card, Pg. 71 


Stevens-Burt Co., Water Master 
Co. Division, New Brunswick, N. J., 
provides a colorful display card for 
its all-angle toilet plunger. The card 
carries an illustrated message and is 
fitted with two holes to slip on the 
yellow plunger handle. For more 
information— 

Write in No. A4l on card, Pg. 71 


Tennessee Coal & Iron Division, 
United States Steel Corp., Fairfield, 
Ala., offers dealers promotion items 
which include folders, leaflets, and 
the Farmers and Ranchers Handbook. 
Color folders feature such items as 
the Griptite Staple and Ranger 
Barbed Wire. Also available to deal- 
ers is a library of films designed for 
showing to farmer, civic, social and 
educational greups. Films may be 
borrowed without charge, with a film 
catalog supplied on request. For 
more information— 

Write in No. A42 on card, Pg. 71 


American Biltrite Rubber Co., 
Chelsea 50, Mass., provides dealers 
with full-color literature, advertising 
mats, and photo artwork for Biltrite 
and Boston Garden Hose and Sprin- 
klers. In addition to a metal display 








twice-dipped in molten zinc) 
SEND FOR FREE HANDBOOK & SAMPLES 
_ = 











STATE 
“IT PAYS TO BUY MAZE” 





4 W.H. MAZE COMPANY 


PERU 8, ILLINOIS 


For more information use Handy Return Card, Page 71 





REUABLE 


JUSTRITE 


CARBIDE 
LAMPS 


FAVORITES 
THROUGHOUT 
THE SOUTH / 


POPULAR PRICED, 
BiG VOLUME SELLERS 
THAT RING UP SALES! 


hours. 


ask your local 
distributor or write 
for catalog 


SSSSSSSSSSSSSSSSSSSSSSSSSSCSSSSSSSCSSSCSSSSSSESESESSSS 


Famous for generations for reli- 
ability, these carbide lamps give 
bright, white outdoor light at 
low cost. Safe, easy to operate. 
The new cap models burn 4 
Hand models burn 8 
hours, have automatic water 
feed. Both styles have highly- 
polished reflectors, 4-inch or 7- 
inch size. 


JUSTRITE 


ELECTRIC HEADLAMPS 


Active men like this easy to use, rugged, all- 
weather lamp that leaves hands free. Has power- 
ful focusing beam, wide 

adjustable head strap, 

4-foot cord, 
headpiece. Used with 
regular 6-volt battery. 

No. 1904-2 Headlamp with Bulb { 
Suggested Retail $2.95 


No. 2-840 Cap Lamp 
4-inch Reflector 
Suggested Retai! $3.70 


switch on 


Dp 


JUSTRITE MFG. CO. chizeso 14 
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rack on casters, a full-color merchan- 
dising display is available which dis- 
plays over 36 coils and may be used 
as an island or against the wall. Also 
available are water flow charts and 
display cards. For more informa- 
tion— 
Write in No. A43 on card, Pg. 71 


Foley Manufacturing Co., 3300 5th 
St., N. E., Minneapolis 18, Minn., 
continues its 14-day trial effer on 
Foley mowers, as a promotional aid 
to dealers. A customer is allowed a 
14-day trial on his lawn. If not sat- 
isfied, he may return the mower and 
get his money back. Dealer has 
nothing to lose as the company states 
that it will replace the used mower 
whenever requested. Window stream- 
er and ad mats available on all items 
including a banner on the new 32” 
Quad Cut mower and trimmer for 
1960. For more information— 

Write in No. A44 on card, Pg. 71 


O. F. Mossberg & Sons, Inc., P. O. 
Box 1302, New Haven, Conn., makes 
available to dealers consumer stuff- 
ers for enclosure with mailings or 
counter use; a consumer stuffer on 
Mossberg’s 4X scopes and its latest 
adjustable power scope; and a Retail 
Sales Manual for the dealer and his 
sales staff. In addition, the company 
offers free electrotype advertising 
mats. For more information— 

Write in No. A45 on card, Pg. 71 


The Irwin Auger Bit Co., Wilming- 
ton, Ohio, offers to dealers free 
metal display merchandisers with the 
following assortments. No. M-62T 
contains metal wall merchandiser 
and 13 bit assortments of the Irwin 
Sellopaked 62T Bits, one of each size 
4/16” through 16/16”. No. M-88 con- 
tains metal wall merchandiser and 
20 bit assortment of the Irwin Sello- 
paked Speedbor “88” Wood Bits for 
electric drill, two each of even sizes 
and one each of odd sizes %4” to 1”. 
No. 430 contains metal wall merchan- 
diser with assortment of 30 amber 
pastic handle screwdrivers in the 
five most popular sizes. All displays 
have colorful baked enamel finish 
and fit in a minimum of space. A 
booklet on the selection, use and care 
of bits, and a variety of envelope 
stuffers are also available. For more 
information— 

Write in No. A46 on card, Pg. 71 


Style-Crafters, Inc., Greenville, S. 
C., offers a number of promotional 
materials free to dealers for the 
Aqua-Float line. Among these are 
full-color catalogs and bill stuffers, 
metal “Play-Safe” signs, window 
streamers, water-safety posters, wa- 
ter ski and safe boating instruction 
booklets, mailing folder on U.S.C.G. 
small boat regulations, counter dis- 
play cartons fer Aqua-Float fenders 
and floats, glossy photos, newspaper 
mats, radio and TV spots, and pack- 
aging. An aluminum floor display 
rack which holds a full 2-dozen as- 
sortment of the company’s various 
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preducts and which features an 
enameled red, white, and blue double 
faced sign is also available. For more 
information— 

Write in No. A47 on card, Pg. 71 


The Garcia Corp., 268 Fourth Ave., 
New York 10, N. Y., offers dealers a 
wide assortment of sales aids, in- 
cluding a retailer consultant service 
and assistance from fishing experts 
who set up in-store demonstrations 
and lectures. Merchandising aids in- 
clude the Mitchell Counter Card, die- 
cut for holding a Mitchell reel and 
one spool of Platyl; display stand for 
Mitchell reels; an Abu Reflex trans- 
parent window streamer; an in-store 
streamer illustrating Six Steps to 
Successful Spin Casting; large and 
small size streamers featuring Mitch- 
ell reels; instruction manuals for all 
reels; with complete parts diagrams; 
and others. For more information— 

Write in No. A48 on card, Pg. 71 


The Reichert Float & Manufactur- 
ing Co., 2250 Smead Ave., Toledo 6, 
Ohio, offers envelope stuffers, pack- 
age inserts, and newspaper ad mats 
to assist dealers in promoting its line 
of rubber tank balls and guaranteed 
leak-proof copper and plastic floats. 
For more information— 

Write in No. A4$ on card, Pg. 71 


Rubbermaid, Inc., Wooster, Ohio, 


offers the following merchandising 
units. Display #0816; a dispensing 
unit for Shelf-Kushion, which comes 
in 45 rolls; free with purchase of a 
merchandise assortment of four rolls 
each of #1653 wall cabinet Shelf- 
Kushion and four rolls of #1644 base 
cabinet Shelf-Kushion. #0888 Bath 
Display: solid frame of square metal 
tubing finished in neutral blue enam- 
el; composition board shelves and 
backing in oatmeal finish, harmoniz- 
ing blue; available at $12.50 net, 
shipped prepaid. #0877 Plastics Dis- 
play: displays odd-shaped products; 
available at $20 net; shipped prepaid. 
#0837 Door Mat Wheeler: portable 
merchandising fixture sells complete 
door mat line; available through 
wholesaler only, not drop shipped; 
cost is $6.98 with one #1411 door 
mat (Value $6.98) free. For more 
information— 
Write in No. A50 on card, Pg. 71 


Aladdin Laboratories, Inc., 620 So. 
8th St., Minneapolis, Minn., encloses 
a dealer merchandising kit in each 
box of six JON-E’ Hand Warmers. 
Included is a cardboard counter dis- 
play, a window streamer and a deal- 
er’s return order post card for addi- 
tional material. Four-color, self-ad- 
hering clear acetate, 10” x 24” win- 
dow posters for glass doors, display 
windows and display cases are now 
available. For more informatien— 

Write in No. A51 on card, Pg. 71 








DON'T SHOOT! 


Mis 
fe ae a ew ewenerere 
Stock and Sell 


The Complete Line 
of Victor Decoys 


re) 


No. D-10. Victor Majestic Standard. 
Life-size Tenite Plastic. Seven species. 


No. D-95. Victor Majestic Long-Life. 
Polyethylene Plastic. Three species. 


tie ied fiber d Upright ond 
feeder type heads. poy ae Geose and 
Blue Goose. 

Alse: No. D-12 Victor - Ceneda 
Goose; No. D-7 Victor Owl 
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No. D-2 Victor mier 
been completely yo 
silhouette and modern broad-body realism. 
The Victor D-2 has always been popular and 
this year it should really lead 
parade. 
and waterproof. Mallard has head and wings 
inted with iridescent 
allard, Black Duck, 
Canvasback, Blue Bill. 
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_ S"the NEW ay 
mote-tealistic-than-ever 


our customers see the new 
duck decoy. It’s 
with a higher 


the sales 
Made of molded fiber; pre-balanced 


int. Six s 
intail, Red ead, 


No. D-3 Victor Magnum. Slightly 


larger than D-2. Nine species. 
Stock Early— Order from Your Wholesaler 
ANIMAL TRAP COMPANY OF AMERICA 
=i Lititz, Pe. © Pascagoula, Miss. © Niagara Falls, Ontarie 
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NEW PRODUCTS 


Color-Coded Bolts 


Pre-priced, color-coded bolts dis- 
played in a self-service merchandiser 
are introduced by Screw and Bolt 
Corp. of America, Pittsburgh 30, Pa. 


The company has taken 53 different 
sizes of zinc plated bolts with nuts 
attached, separated them into eight 
price groups and coded them for 
pricing with eight different colors. 
Color is applied to the end of ma- 
chine, carriage and stove bolts, and 
to the side of the head on lag bolts. 

A large color-coded price chart on 
the merchandiser tells the retail price 
of each bolt. A small chart is placed 
at the check-out counter. In the event 
of a price change, the colors remain 
the same, and the company issues 
a new set of color price charts. 

The merchandiser has six shelves 
and measures 36” wide, 22” deep, and 
64” high. For more information— 

Write in No. 298 on card, Pg. 71 


Padiock Guarantee 


Padlocks now are being guaranteed 
for life by the Slaymaker Lock Co., 


126 


Lancaster, Pa. A tab on the front of 
Slaymaker’s visual package, See- 
Pack, announces the guarantee which 
is spelled out on the back. 

The guarantee provides that the 
manufacturer will repair or at its 
option replace a padlock if returned, 
transportation prepaid, with keys or 
combination record tag and 25 cents 
to cover handling charges. For more 
information— 

Write in No. 299 on card, Pg. 71 


"Atomic Missile" Vehicle 


The chain-driven “Atomic Missile” 
is introduced by The Murray Ohio 
Manufacturing Co., 635 Thompson 
Lane, Nashville 4, Tenn. The Missile 
is designed to give children the il- 


For more information on these new products 


use the return free post card on page 71 


lusion that they are riding on a pow- 
erful space-bound machine. 

With realistic missile controls and 
simulated gauges, instruments, and 
motor tone gear shift, it is 45 inches 
long, has a 25-inch wing span. It is 
finished in arctic white with red day 
glow and sapphire blue trim. For 
more information— 

Write in No. 300 on card, Pg. 71 


Gun Wipers 


For efficiency in cleaning fire- 
arms, Frank A. Hoppe, Inc., 2314 
North Eighth St., Philadelphia, Pa., 
offers its Gun Wipers, now packaged 
in reuseable plastic bags. 


Besides being sold as separate 
items, two of the 9” x 9” soft, thick, 
absorbent Gun Wipers in dust-free 
containers are also tucked into Hop- 
pe’s “Deluxe” Gun Cleaning Out- 
fit, as well as into the “Utility” Gun 
Cleaning Outfit. 

As separate items, the wipers in 
the plastic containers sell for 10 
cents. For more information— 

Write in No. 301 on card, Pg. 71 
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Wireless Electric Clock 


A Wireless Electric Clock featuring 
a decorative “Around-The-Clock” 
pattern in 22 carat gold, black and 
white to appeal to both traditional 
and modern taste is announced by 


Inland Glass Works Division, Club 
Aluminum Products Co., 825 Twenty- 
Sixth St., La Grange Park, III. 

The clock is of extra heavy bent 
glass 14 x 14 inches. According to the 
company, it keeps time for one year 
using three flashlight batteries 
(included). 

Retail price is $25. Individual pack; 
shipping weight 7% lbs. For more 
information— 

Write in No. 302 on card, Pg. 71 


Rust Inhibitor Paint 


Rustcor, a rust inhibitor developed 
by the Illinois Bronze Powder Co., 
2023 South Clark St., Chicago, has 
been incorporated in Illinois Bronze 
Spray-O-Namel. With the new addi- 
tive, the spray paint is effective for 
all purposes, indoors or out. 

The paint dries in minutes, is non- 
toxic as well as rust inhibiting. 

Spray-O-Namel with Rustcor is 
available in a myriad of colors as 
well as metallic finishes. Of added 
interest are the new House and Gar- 
den colors, including peony pink, 


delphinium blue, empire green, rasp- 
berry, and citron yellow. For more 
information— 

Write in No. 303 on card, Pg. 71 


Boat Certificate Frames 


All - metal, triple-chrome-plated 
boat registration certificate frames 
that comply with the law stating that 
all boat owners must display their 
certificates in plain sight is an- 
nounced by the Dyer Specialty Co., 
Inc., 13019 Los Nietos Rd., Santa Fe 
Springs, Calif. 

Certificates are protected within a 
plastic envelope that slips inside the 
frame. Frames are packed 12 per 
colorful counter display carton. 


The frames are available in two 
sizes: #4CF that will take a 2%” x 
3%” certificate priced at $1.00 each 
list, and #5CF that will take a 3” x 
5” certificate at $1.50 each list. For 
more information— 

Write in No. 304 on card, Pg. 71 


Plastic Salt Water Box 


Plano Molding Co., Plano, IIL, an- 
nounces a completely new plastic 
tackle box designed for salt water 


use. Made of rigid Polypropylene, 
the #7200 has nylon and brass hard- 
ware to protect against rust and cor- 
rosion damage. 

The #7200 holds the very largest 
reels, and has extra space in the lid 
for a large roll of steel leader wire. 
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Its two deep cantilever, corklined 
trays are fully compartmented. Top 
tray has 18” leader compartment. 

Dimensions: 1814” long, 84” deep, 
954” wide. Weight under 5 Ibs. Color 
and finish pebbled green throughout. 
For more information— 

Write in No. 305 on card, Pg. 71 


Leaf Burners 


Two models of Atlas-Aire portable 
leaf burners are introduced by Atlas 
Tool and Manufacturing Co., 5147 
Natural Bridge Blvd., St. Louis 15, 
Mo. The burners are flare-designed 
for better combustion and have a 
draft opening at bottom. The hinged 


top grill opens for loading. Closed, 
it keeps leaves and paper from blow- 
ing out. 

The units, of sturdy aluminum- 
clad stee] to resist rust, are available 
in 3-bu. and 4-bu. capacities. The 
burners tilt slightly as they are 
moved about so that ashes fall from 
draft opening onto lawn and serve 
as fertilizer. For more information— 

Write in No. 306 on card, Pg. 71 


Go-Boy Cart 


Designed for use as a fun-ready 
family kart or as a track-ready rac- 
ing machine, the Go-Boy 60 L Live 
Axle Kart is announced by Fox Go- 
Boy Carts, Inc., Box 621HI, Janes- 
ville, Wis. 

The manufacturer states that out- 
standing style and performance are 
crafted into every “60 L” right from 
the rugged rear axle housing to the 
tie rod protecting front bumper ex- 
tension. For more information— 

Write in No. 307 on card, Pg. 71 





YOU GET MORE BECAUSE 


YOU GIVE MORE... 
when yousell [Sandvik] 


Hard Point Bow Saw Blades! 


Because of super hardened tooth tips, 
these rugged bow saw blades give 3 to 12 
times more cutting than ordinary blades 
Since these special Sandvik blades are 
never to be resharpened, this expense and 
inconvenience is eliminated. This, your cus- 
tomer will like. When you offer him a Sand- 
vik Hard Point blade you will have a satisfied 
customer who comes back. This, you like! 
Stock, display and sell Sandvik and you'll 
find that you de get more when you give 
more. Sandvik Hard Point Blades are avail- 
able in 21”, 30”, 36”, 42”, and 48” lengths. 


Sandvik Hard Point Blades are covered 
by U.S. patent No. 2,829, 684. 





Hand Checkered Rifle 


Custom hand checkering on the 
pistol grip and fore-end of its 
“Palomino” rifle is announced by O. 
F. Mossberg & Sons, Inc., St. John 
St., New Haven 5, Conn. 

The price, as well as all other 
features of the “Palomino” — a 22 
caliber, 20-shot Western-style rifle— 
remains unchanged. 

The “Palomino” has the Mossberg 
hammerless action and AC-KRO- 
GRUV, 8-groove rifling. It is under 
Fair Trade, with retail price of 
$68.88. For more information— 

Write in No. 308 on card, Pg. 71 


Zinc-Dipped Roofing Nails 


A complete line of zinc-dipped 
Stormguard nails for the application 
of roof decking to rafters and for 
nailing shingles to roof decking is 
offered by W. H. Maze Co., Peru, II. 

For the installation of 142”, 2”, and 





(3", 3%" & 4%") 
-. AND ANCHORING 


STORMGUARD © 
ASPHALT 
ROOFING NAIL = i 


Stormguard Insulation Roof Deck 
nails in three lengths. 

For application of asphalt shingles, 
Maze furnishes annular ring shank 
nails in 1%” and 134” lengths, with 
%” heads. Additionally offered are 
other lengths from %” to 2%”. 

Both types of Stormguard nails 
meet requirements for rust resistance. 
For more information— 


Sandvik steel, ine. 


SAW & TOOL DIVISION 
1702 Nevins Road, Fair Lawn, New Jersey 


3” decking, Maze is marketing special Write in No. 309 on card, Pg. 71 








Ta patdo 


SGusteece ys ear OFF 


HORSE COLLAR PADS 


For every work horse and mule. 
“The pad with the rust-proof 
red hooks” 


Tapatco 


TRACTOR SEAT CUSHIONS 


For every tractor and farm 
implement seat. 


See your jobber or write us. 


THE AMERICAN PAD & TEXTILE €O 
Greenfield, Ohio 


MAKERS OF FAMOUS TA.PAT.CO 
HORSE COLLAR PADS SINCE 1881 


For more information use Handy Return Card, Page 71 





2 new profit builders 


KOLORLUM WEATHERSTRIP 





LORLUM WEATHERSTRIP 


Bronze 








KOLORLUM~— another “‘first” from National—will put money 
in your pocket! Now you can offer customers the beauty of color 
plus the utility of aluminum—at a price that will stimulate sales 
action. KOLORLUM will sell fast because it’s CONVENIENTLY 
PACKAGED, EASY TO HANDLE, SIMPLE TO DISPLAY. 


| % } Write today for details and prices. 
NATIONAL METAL PRODUCTS COMPANY 
2 Gateway Center, Pittsburgh, Pa. 


MATION AL METAL 
PROOUCTS COMPANY 
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Monotape Casting Line 


Western Fishing Line Co., Glendale 
4, Calif.. amnounces its “W-40” 
Monotape bait casting line. Monotape 
features an _ ultra-flat, ribbonlike 
shape—illustration shows  artist’s 
conception, enlarged, of the cross 
section of the line—which is said to 
give the line unprecedented limpness 
and flexibility. 

The line is transparent and in- 
visible in water. It is designed for 
use on revolving-spool reels only. 

“W-40”" Monotape is put up on 50 
yd. spools, two or six connected. 
Color: mist. Available in test from 
10 Ib. through 50 lb. For more infor- 
mation— 

Write in No. 310 on card, Pg. 71 


Aluminum Paint 


A ready-mixed and entirely dif- 
ferent aluminum paint in four colors 
is introduced by Illinois Bronze 
Powder Ce., 2023 South Clark St., 
Chicago, Ill. 


The metallic paint is essentially an 
alkyd-based product with both or- 
ganic and inorganic pigment. 

Suitable for both indoor and out- 
door use, the Illbronze Aluminum 
Paint can be sprayed on, rolled or 
brushed, and dries to the touch in 
about six hours, giving a satiny me- 
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tallic finish. 

The colored metallics are available 
in green #354, red #351, copper 
#352, and blue #353. For more in- 
formation— 

Write in No. 311 on card, Pg. 71 


Automatic Rifles 


Smoothly tapered receivers, grace- 
fully contoured stocks with fluted 
combs and streamlined trigger guards 
are features of redesigned Stevens 
models 87 (shown) and 87-K_ .22 auto- 
matic rifles, as described by Savage 
Arms Corp., Chicopee Falls, Mass. 


Savage model 6 has all of this 
plus a Monte Carlo stock, the com- 
pany states. 

The basic autoloading action re- 
mains unchanged. 

Retail prices are: model 87— 
$40.95; model 87-K—$42.50; and 
model 6—$44.50. For more informa- 
tion— 

Write in No. 311A on card, Pg. 71 
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rol-O-valve 


TOILET TANK BALL 
GUARANTEED TO 


STOP 
TOILET TAN 
LEAKS 


@SEATS IN DIFFERENT 
POSITION EACH TIME 


@NO TOOLS REQUIRED 
@SELF THREADING 
@ACID RESISTANT 


@ GUARANTEED 
5 YEARS 


Rol-O-Valve is a viny! plastic device 
guaranteed to stop tank leaks. 
It's New—It's Different —it Works 
and It Sells. Returns good profit at 
a suggested retail of $1.00. 

Sold through leading distributors. 
If your present source cannot sup- 
ply write or wire — 
ROL-O-VALVE SALES 
BOX 167 GA. 


STOCK THE COMPLETE FORSBERG LINE 
OF SWEDISH QUALITY HAND TOOLS 


TWO FAMOUS BRANDS 


- 


Whale brand tools are the top qual- 
ity tools of the Forsberg line which 
include hack saw frames and blades, 
band saw blades, hand drills and 
screw drivers. All handsomely pack- 
aged for display. Highest profit on 
every item. 


Viking brand tools are lower priced 
Forsberg tools which nevertheless 
are dependably made for long serv- 
ice life. Line includes hack saw 
frames, keyhole saws, coping saws, 
screw drivers and hand drills. 


Send for new catalog today 


Forsberg 


over 45 years of 


For more information use Handy Return Card, Page 71 





Tackle Boxes 


A line of Old Pal tackle boxes fea- 
turing recessed “retaining wells” at 
both ends of the lid is introduced by 
Animal Trap Co. of America, Lititz, 
Pa, The wells provide a place to lay 
hooks, weights, flies, etc. 

Four steel and two aluminum box- 
es comprise the line. The steel boxes 
are phosphate coated and finished 
with baked-on metallic enamel. Box- 
es have cantilever-action steel trays 
and either heavy wire or Styrene 
plastic handles of fish design. Trays 
in two of the steel boxes have plas- 
tic inserts. 

The aluminum boxes are leather 
grain embossed on the outside and 
smooth inside. They have aluminum 
trays with plastic inserts and are 
equipped with colored transparent 


plastic handles in the fish design. 


For more information— 
Write in No. 312 on card, Pg. 71 


Reel Special 


An introductory offer, expiring 
October 31, is made by Langley 
Corp., 310 Euclid Ave., San Diego 12, 
Calif., on its new Lynx, a closed-face 
spin-casting reel which lists at 
$12.95. 

The offer enables the dealer to buy 
three reels for the price of two, or 
$15.60. The distributor receives $3 for 
each dealer order, which is shipped 
direct from Langley to the retailer. 
The offer is limited to one 3-reel 
package per dealer. Additional reels 
offered at a special price of seven 
reels for the price of six. 

The 9% oz. reel is made of Cycolac 





For information on 
CATALOGS & BULLETINS 
See Page 70 











plastic. Available in three color 
combinations: black with gray trim, 
black with red, and light blue with 
black. The Lynx holds 150 yds. of 
10 lb. monofilament. For more in- 
formation— 

Write in No. 313 on card, Pg. 71 


Outdoor Boots 


Red Head Brand Division of Bruns- 
wick Corp., 4311 W. Belmont Ave., 
Chicago, is offering three styles of 
boots, all made of select hides, tan- 
ned and treated to rigid specifications. 

Models include a 9” insulated, water- 
proof boot of silicone saturated glove 
leather with seamless construction 
and one-piece sole and heel of oil 
resistant Neoprene (illustrated); 8” 
“Chinook” style of oil treated natural 
waterproof leather, with full air-foam 
cold barrier insulation; and the “Gun- 
O-Rod” style which is an 8” un- 
insulated model suitable for bird 
shooting or fishing. For more infor- 
mation— 

Write in No. 314 on card, Pg. 71 





Loosens Rusted Bolts 


nuts, screws, 


LIQUID 
WRENCH 


SUPER-PENETRANT 


“The mechanic’s friend || Firm 
. . « works in seconds” 


“frozen” 





parts! 


years. 


Name 


W. R. C. Smith Publishing Co. 
Department SH-9 


806 Peachtree St., N.E. 
Atlanta 8, Georgia 


C) New 


C) Renewal 


Please enter my subscription to SOUTHERN HARDWARE for 3 





Position 





P. O. Box or 
Street and No. 





State 





(1 Enclosed find $2.00 


C) Send bill for $2.00 





E YOUR JOBBER HAS IT! || ~ 
Rozen City 
RADIATOR SPECIALTY CO. 


CHARLOTTE, 
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For more information use Handy Return Card, Page 71 


ALWAYS SELL GENUINE T\ns 


“MOLLY 32: 


SCREW ANCHORS and JACK NUTS. 


MOLLY. CORP 
~~~ _ Reading, Pa. 
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DON'T FORGET!! 


NATIONAL HARDWARE SHOW 


OCTOBER 10 THRU 14 
COLISEUM ° NEW YORK CITY 


FREE © TACK RACKS i. 














THEY HANG OR STAND! SELL MORE TACKS AND RELATED ITEMS 
No deals required — Order only the sizes that sell fast in your store 








SELL LIKE WILD FIRE ZERO IN ON PROFIT WITH 
NEW OLT GAME AND 
BIRD CALLS 


SELL-O-RAMA Precision 


CLEVEREST HOUSE NUMBER 
OFFERED 














SISPLAY EVER f 
Always orderly—sales invitin ts t 
—not a dust catcher. Eac r a e 


ery stocks as well as sells. 
erfect for quick spot-checks. 
Display FREE with #1 or #10! TO BRING 
Assortment of 12 doz. asst. . "EM ON 
B-10 or R-I0 3/2" Numbers, \ 
plus Frames and Lawn Stakes. 2 « TARGET 
Retails $21.90. eX YEAR 
ORDER FROM YOUR JOBBER \ AFTER 
Hy-Ko Products Co., — ~«- YEAR! 
Cleveland 3, O. ¥ “ee - 





PRODUCTS ARE PACKAGED 
TO CATCH EYES 
AND CREATE SALES 


Clotheslines + Sash Cords « Mason @ Precision—Crafted in the same painstaking tradition of fine work- 
a eee. — manship as that followed by leading gunsmiths, Olt Calls reflect 

tian Blind, Traverse, Shade C nia, quality throughout. You can recommend Olt Game and Bird Calls 

Anchor Rope, Tow Lines, etc. to your customers with complete confidence, for you know Olt 

Enjoy added volume and extra truly “outcalls ‘em all!" Make greater profit your target, and zero 

= profit with NOVA Products... in with Olt's 25 great calls. Contact your Olt jobber and place your 
mumeem our Sales Offices in all parts of order now! 


the country. Ww mM OLT Outcalls ‘em all — OLT Outsells ‘em all! 


West Georgia Mills Out GAME AND BIRD CALLS 


Whitesburg, Georgia PHILIP S$. OLT COMPANY, PEKIN, ILLINOIS 








MARSHALLTOWN TROWEL COMPANY «+ MARSHALLTOWN, IOWA 
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ASO SERIES COUNTER DISPLAY 
measures just 27” high, 27” 
wide ... promotes over 11 dif- 
ferent items. Sturdy metal con- 
struction. Stands on counter, 
hangs on pegboard, or swings 
out from wall. 


A30 SERIES FLOOR DISPLAY 
shows off practically every paint 
sundry you sell, but uses only 
22” x 23” of floor space and is 
54” high. Big 2-sided pegboard, 
generous bottom shelf. Sturdy 
metal construction. 


tools. It’s easy 





$90.82) 


OR . « « One Red Devil A50 Counter Merchan- 
diser Assortment (Cost to you — 
$49.74) 


YOU GET FREE: 
WITH THE A30 — the display stand 


ALSO, six Red Devil WT1 Window 
Tools, retail value 


AND, six Red Devil UKS55 Utility 
Knives, retail value 


YOU MAKE: Total retail value of FREE tools . . $13.14 
On the tools you buy 
A total of 


$73.94 profit on your investment of $90.82 
is BETTER THAN 80% MARK-UP! 


YOU GET FREE: 
WITH THE A50 — the display stand 
ALSO, twelve 9A Red Devil Sandpaper 
Holders, retail value 
YOU MAKE: On the tools you buy 
LD A = A total of 
SANDPAPER } —— — $41.04 profit on your investment of $49.74 
—_— =~. is BETTER THAN 80% MARK-UP! 


In either display series, you have your choice of 8 differ- 
ent assortments of our fastest-moving merchandise. And 
remember—the free merchandise also consists of high- 
turnover, impulse-sale items that build volume and profit. 

This is a real bargain. Each display assortment is a 
complete, compact, self-contained “Painters’ Tool De- 
partment,” and you can choose the one that best suits 
your trade. 

When you display everything together, every sale moves 
additional items. You save space, and inventory is made 
easier. Turnover increases and the extra profits are 
whopping big! 

This promotion runs from Sept. 1 to Nov. 30, 1960 

Mail the coupon now! 
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Red Devil Tools. dept. st-9. Union, N. J., U.S.A. 


World's Largest Manufacturer of I want to make over 80% mark-up. Please send me detailed cata. 
Painters’ and Glaziers’ Tools — Since 1872 log pages on the “INCREASE-YOUR-PROFIT™ drive, 


Red Devil Tools. 


UNION, N. J., U.S.A. 


secon See us at Booth + 155 National Hardware Show. 


" 
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i Name | 
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j Address. 3 
i I 
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City State 
My Regular Jobber Is 
a ee ee ee ee Be 
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Colorful New MASTER Sign 
for Peg Board or Counter Display 





‘Padlocks 


STRONG «SECURE «DEPENDABLE | 





| Mas a == rr ae at by 

aster | Master | py > 

Padlock Man pease: Master, @ a Master 
ef i Padlock Bie Padlock 











* DISPLAY SIGN FREE... 
with purchase of MASTER'S No. i290 ASSORTMENT: 


Soy ah MASTER 4 ONLY 44-D 2 ONLY 66-D 4 ONLY 22-D 
4 ONLY 55-D 2 ONLY 77-D 4 ONLY 105-D 


4 ONLY 500-D 


: 
7 

7 

3 ® 24 ONLY PADLOCKS CARDED 
l. va > SDiz 








